








Your printer will show you how bright, durable Hammermill Cover 
will put sales pull and long selling life in your mailing pieces 


Often the difference between a cata- 
log that brings in the orders and one 
that is filed in the wastebasket is 
simply an attractive cover that wins 
attention. Ask your printer to show 
you examples. 

And ask him to show you these 
on Hammermill Cover. You will see 
that any of its eleven lively colors 
or a bright white provides the back- 
ground for designs that catch the 
eye and add just the initial impact 
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““MORE ORDERS! OUR NEW 
CATALOG MUST HAVE SOMETHING!” 


“YES! IT HAS A COVER THAT 
SELLS! THAT WAS OUR 
PRINTER’S SUGGESTION.” 


You can obtain business printing on Hammermil! papers 
wherever you see this shield on a print shop window. 
Let it be your assurance of quality printing. 


and the life-giving spark you want 
in your direct mail pieces. 


And Hammermill Cover is long- 
lasting—keeps right on selling for 
you for months after you send it out. 
Select it for booklets, price lists, 
manuals, broadsides, self-mailers— 
for any advertising piece that needs 
the “‘sell’’ provided by a handsome, 
durable cover paper. Ask your printer 
about Hammermill Cover, or exam- 
ine it in your own office. 






































FREE —the up-to-date sample book of 


Please send me 


COVER 3 


Hammermill Cover. 


Name 
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BY THE MAKERS OF HAMMERMILL BOND 











d. h. ahrend—a complete direct mail service for nearly 60 years 










¢ call 


and you'll /discover an experienced 


organization AH REND-where you get 


every /direct mail facility you need! 





catalogs 

a cash-register copy 

@ ales-minded art 

letterpress printing 

@ FF offset lithography 
@ cales letters 
a brochures 30 , 
mM dealer aids 3 
™ list selection _ wet or Or 


mailing For betfer direct mail results, use Ahrend. Our clients have won 
33-hational awards based on results in the past five years alone. 
Our merchandising analysts and creative staff will advise you 
or plan your complete campaign. You'll save time—you’'ll save 
money — you will be way ahead with Ahrend — the house of 


creative thinkers and experienced craftsmen. 


58 YEARS EXPERIENCE SERVING DIVERSIFIED INDUSTRIES WELL 


d.h. ahrend co. 


e 
333 EAST 44 STREET * NEW YORK 17, N. Y. 

















visit us when you're in New York—we're three blocks east of grand central 
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“Me pr-r-roud beauty... 


I. a very apt expression we have borrowed from 
the old melodrama days. We at Cupples have our 
own proud beauties—our “Personalized” envelopes. 
One look will tell you why these beautifully styled 
envelopes designed especially for their users are so 
popular. Let our Art Department show you real 
beauty — let us redesign your envelope — without 
cost or obligation. Drop us a line and we'll show 
you how you can call your own envelope, 
“Me Pr-r-roud Beauty.” 


upples 


envelope co.,1Nne. 
360 Furman Street + Brooklyn 2, New York 





SALES OFFICES: PHILADELPHIA * BOSTON * WASHINGTON 
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The Reporter of Direct Mail Advertising is 
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About the Cover: See ‘starred’ article on 
page 11 for idea behind cover. From now 
The Reporter will award a “star 





those mail creators and writers 
who d something special to help their 
untr mmunity, industry or rcle-of- 
ontacts during the National Emergency 
The ver itself was designed by Martin 
J Jack Weber, 171 Madison Avenue, 
New York 16, N. Y. Jack is the fellow 
W nvented a remarkable system of re 
producing photographically repeated pat- 
terns of an original design in endless styles 


f shading or perspective. As we remember 
his first commercial job was for Charlie 


Morris back in 1936, with a startling Ist 
brithday ver for Linde Lines. During war, 
Jack produced dramat pictorial master- 


pieces for the armed services. Today his 
shop is more-than-ever busy turning out 
those attractive shaded and relief spot cards 
sed by practically all Television stations 

Ava..able for those interested is a 6” x 
‘ booklet illustrating and describing the 
many innovations possible by the use of the 
Weber Pr 


THE ONLY MAGAZINE DEVOTED 
EXCLUSIVELY TO DIRECT MAIL 


The Reporter is independently owned and 
operated But in addition to thousands of 
regular subscribers, all Members of the Di- 
rect Mail Advertising Association receive The 
Reporter as part of the Association service. 
A portion of their annual dues pays for the 
subscription. 
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~* SHORT NOTES 


DEPARTMENT 


@ EVERYBODY IS WORRIED about 
threats of higher postage rates. Post- 
master General was scheduled to make 
requests for increases about February 
first ... but strikes and embargoes de- 
layed action. Rumors are thick about 
possible demands. All we can do now 
is wait for the inevitable Congressional 
arguments . . . and hope for the best. 
We'll report later. 


JJ) 


@ WATCH OUT for disruptive, intoler- 
ant and scurrilous pieces in the mail. 
There seems to be another epidemic in 
the making . . . reminiscent of the early 
40's. Send samples to this reporter if 
you find them in your mail. We are try- 
ing to uncover the author of crack-pot 
anonymous postal cards emanating 
from Detroit area. Sickening stuff. A hate 
monger in New York (discredited in the 
Anna Rosenberg affair) has been trying 
to get a printer or lettershop to handle 
a scurrilous hundred thousand mailing. 
We think the producers should band to- 
gether and agree to refuse to handle 
any mailing campaigns designed to un- 
dermine the country in this time of 
emergency. (See last month’s cover 
and first article.) 

— 

eed 
@ ANOTHER GRANDCHILD for this re- 
porter. The fifth!!! A wire on January 
21, 1951, announced the early morning 
arrival of a boy at Naval Hospital in 
Key West, Florida . . . son of Lieut. and 
Mrs. Charles Hearn Hoke. And the end 
of the line is not yet. 


JJ) 


@ LATE ARRIVALS in the holiday 
mails were two of the cleverest person- 
alized greetings. William E. Rudge’s 
Sons, 76 Ninth Avenue, New York 11, 
N. Y., shipped a 42-pica Linotype slug 
personalized with the name of each re- 
cipient . . . packed in a background of 
porous plastic ice and dispatched in a 
Mason mailer. Very outstanding. 

Al Weinsheimer of Magill-Weinsheim- 
er Company, 1322 South Wabash Ave., 
Chicago 5, Illinois created for his family 
a tricky and hard-to-explain die-cut 
folder, which included a miniature art- 
ist’'s palette with six dabs of water col- 
ors. A brush was inserted in folder. In- 
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side spread showed the Weinsheimer 
family cavorting in a snowy scene 
(black and white). Friends were asked 
to join in a contest and win a prize for 
the best amateur water coloring of the 
black and white. 


JJd 


@ SPEAKING OF TRICKY MAILING 
PIECES ... might as well mention latest 
novel birth announcements. Wilfrid 
Rowe of Neptune Storage Company, 369 
Huguenot Street, New Rochelle, N. Y.. 
mailed an 81/2 by 534 inch card imitat- 
ing a type foundry’s display to an- 
nounce the arrival of a son born Christ- 
mas day. Each line of announcement 
in different size and fashion with the 
point and style indicated. 

Martin Baier, ad manager of Tension 
Envelope Corporation, 19th and Camp- 
bell Streets, Kansas City 8, Missouri 
used (naturally) an adaptation of the 
old nursery rhyme. His booklet in car- 
toon and verse announced the arrival 
of the little girl which completes the 
“Three Baiers” story. 


es 
eee 


@ CONVINCING SALESMANSHIP was 
used by Sam and Al Gorson of Alpatex 
Clothes, Inc., 142 Fifth Avenue, New 
York 11, N. Y., (manufacturers of Gorson 
brand clothes) . . . in a folder mailed 
recently to retailers. Reproduced on the 
front page was a letter mailed to retail- 
ers on September 18, 1939 with a notary 
seal to guarantee authenticity. Letter 
promised no advances in price or guar- 
anteed prices for season because of 
advance purchases of material. The 
Gorson brothers are promising retailers 
the same deal in 1951. 


JJ) 


@ THE ADVERTISING FEDERATION 
OF AMERICA, 330 West 42 Street, New 
York 18, N. Y. has just published two 
worthwhile directories. First: “Books for 
the Advertising and Marketing Man.” 
An up-to-date revision of similar bib- 
liographies published earlier. There 
are 1488 listings . . . well classified. 
Price of directery is $1.00. 

Second: A new 1951 “Directory of 
Advertising, Marketing and Public Re- 
lations Education in the United States.” 
It lists and describes all the advertis- 
ing courses now available in 819 col- 
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“NO ROOM...NO ROOM!” 


CRIED THE MAD HATTER! 


| Why pay premium office-space rentals 


for your mailing-lists, addressing equip- 
ment and Direct-Mail personnel, the year 
around... why crowd your organization 
from January to December to make room 
for employees and mailing equipment 
that you use only a few days, or hours, 


| at a time...when you can have all the 


low-cost room you need, PLUS an in- 
stantly flexible mailing organization, by 
transferring all your mailing operations 
to Circulation Associates? 


No room? Even the Mad Hatter would 
say there’s plenty of room in the 40,000 
sq. ft. in which we maintain more than 
20,000,000 stencils for many of the coun- 
try’s most active users of Direct-Mail... 
plenty of room for all the stencil-cutting, 
filing, addressing and mailing that you 
need... plenty or room for the accurate 
fulfillment of orders and subscriptions 
by experienced personnel who do nothing 


| else from one year’s end to the other! 


| Plenty of room, in which we now handle 


part or all of the mailing operations of 
leading Direct-Mail users in almost every 
conceivable business, industry and serv- 


| ice, including your own! 





Solve all of your mailing problems, now 
and finally, by turning them over to 
Circulation Associates. Write, phone or 
wire today! 


Write today for your free 
copy of “TWO SOFT- 
BOILED EGGS—AND A 
KIND WCRD”...a specially 
prepared brochure that will 
give you a few chuckles... 
and a lot of ideas about han- 
dling your Direct-Mail! 


CALL COLUMBUS 5-3150 


CIRCULATION ASSOCIATES 


List Maint e and Addressing * Speedaumat, Address- 

ograph and Elliott Stencils + Triple-Head Multigraphing 

+ Offset and Letterpress Printing * Mailing Operations 
« Complete Direct-Mail Campaigns « 


1745 Broadway » NEW YORK 19, N.Y. 











o GATHERS ENCLOSURES 
eINSERTS INTO ENVELOPE 
*SEALS ENVELOPE 


* PRINTS 
POSTAGE INDICIA 


COUNTS 


* STACKS 

















EXAMPLE: A mailing of 25,000 consisting 
of six enclosures inserted in a No. 10 or 
No. 6% envelope, sealed, postage indicia 
printed, counted and stacked ready for 
mailbag — the old way takes about 25 
hours and 4 to 5 people handle the job. 
Now the mailing can be done in about five 
hours with the INSERTING AND MAILING 
MACHINE —and only one person accom- 
plishes the entire task simply by pressing 
a button! 


WHY SPEND 5 TIMES AS MUCH 


The Inserting & Mailing Machine is auto- 
matically controlled. It cannot make an 
undetected error without stopping and 
signalling the operator right where the 
tell-tale trouble lies. 


The nation’s top department stores, insur- 
ance companies, banks, publishers, utili- 
ties, etc., mail their bills, circulars, checks, 
and promotion literature at savings that 
pay for the machine in no time. Write for 
the details. 


INSERTING & MAILING MACHINE CO. 
PHILLIPSBURG, NJ. 
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INSERTING & MAILING MACHINE CO. oerr. e 
PHILLIPSBURG, NEW JERSEY 
Show us how the Inserting & Mailing Machine will help solve our mailing 
problems and save time, effort and money. No obligation, of course. 
INDIVIDUAL ............. 









leges and universities. The number of 
degree-granting institutions offering ad- 
vertising courses has increased 56%, 
since 1946. Price of directory is $3.50. 


JJ) 


@ A PRICE ROLL-BACK was announced 
voluntarily by Royal Typewriter Com- 
pany late in December ... and that 
deserves some sort of a pat on the back. 
Prices on all Roytype supplies were re- 
duced to the figures effective before 
December 1. The roll-back affected 
about 600 different items. 


I7d 


@ RESORT MINDED PEOPLE should 
write to Robert F. Warner Associates, 
22 East 47 Street, New York 17, N.Y. and 
ask for a just-published, 44-page, 6 by 
9 inch booklet titled “Digest of Distin- 
guished Resorts 1950.” Beautifully 
printed throughout. Each page devoted 
exclusively to picturing and describing 
one of the forty outstanding resort hotels 
represented by the Warner organiza- 
tion. Fine job. 


ddd 


@ IF YOU ARE WORRIED about all 
the rules and regulations affecting or 
threatening advertising both nation- 
ally and in the individual states write 
to the Advertising Federation of Amer- 
ica, 330 West 42 Street, New York 18, 
N. Y. and ask for a copy of the speech 
made by President Elon G. Borton be- 
fore the Cincinnati Advertisers’ Club. 
It is slightly frightening . . . but you 
ought to know what the Federation is 
trying to do in combating harmful re- 
strictions of advertising. 


— 

dee 
@ “WHAT TO SAY TODAY” is the title 
of a report prepared by Byer & Bow- 
inan, 203 East Broad Street, Columbus 
15, Ohio. You may be able to get a 
copy by writing on your letterhead. 
The report lists seventeen valid copy 
themes to use when you are oversold 
and it suggests 133 questions your out- 
lets would like answered. If you are 
stuck for ideas but realize the import- 
tance of continuing to advertise, this re- 
port may help you. 


JJ) 


@ WARNING! There is another direc- 
tory operation flourishing around the 
New York area. Business firms listed 
in the telephone company’s classified 
directory are receiving very confusing 
postal cards asking for a payment of 
$15. Attached to postal card is a clip- 
ping from the telephone directory. The 
small print is smeared and hard to 
read. It is very difficult for recipient to 
discover that the card does not come 
from an established directory service. 


6 THE REPORTER 








Plen 
Care 
have 
Busi: 
likev 
are 

clea 
neec 
mati 


read 
of E 
port 
The 
man 
bee 
The 
all 

thro’ 
of : 
Sho’ 
in } 


the 
ber 
Tric 
It is 
disc 


of | 
the 

boo 
low 
the 

pea 
stor 


the 
issu 
pan 
cag 
an 
gla: 
sho 
whe 
sky 
17 


sho 
stor 
pas 
kee 
Cle 


Sla 
hou 
Ass 
tan 
Vol 
Is « 
bus 
inte 
foo 
pec 
wo! 
per 
all; 


FEI 


r of 


6%, 
3.50. 


ced 
>m- 
hat 
ick. 


ore 
ted 


ild 
es, 
nd 
by 
in- 
lly 
ed 
ag 
Is 














Plenty of people have been fooled. 
Cards we received from irate readers 
have been turned over to the Better 
Business Bureau. We suggest you do 
likewise. The Better Business Bureaus 
are doing a fine job in attempting to 
clean up rackets in the mail. But they 
need your help in supplying infor- 
mation. 


JJ) 


@ SPEAKING OF RACKETS you should 
read an article in the March 1951] issue 
of Everybody's Digest—“How you Sup- 
port the Charity Chislers”—on page 47. 
The story by Irene Reisman confirms 
many of the things this reporter has 
been crabbing about for some time. 
The shady practices which are hurting 
all worthwhile, legitimate appeals 
through the mails. Gives a check-list 
of seven ways to beat the rackets. 
Should be read by everyone interested 
in keeping the mails clean. 

Also a delayed pat on the back to 
the American Weekly for their Decem- 
ber 3 (page 19) expose of the “Latest 
Tricks of the Charity Pressure Boys.” 
It is concerned primarily with the now- 
discredited dollar bill stunt. 

But in spite of all publicity ... plenty 
of people are still being irritated by 
the charity letters enclosing pencils, 
books and what-not with resulting fol- 
low-up letters requesting a return of 
the material or a payment. These ap- 
peals are irritating and should be 
stopped. 


$7) 


@ STORMY WEATHER PROTECTION is 
the theme of a unique folder recently 
issued by Garden City Envelope Com- 
pany, 3001 North Rockwell Street, Chi- 
cago 18, Illinois. Designed to resemble 


an insurance policy, including the 
glassine fronted envelope. Sub-title 
showing through window: “For use 


when there ain't no sun up in the 
sky.” When policy is opened to full 
17 by 11 inch size, there is a Stormy 
Weather Map of the Chicago Loop. It 
shows all the indoor routes through 
stores, public buildings and subway 
passages. In other words . . . how to 
keep out of the rain by artful dodging. 
Clever promotion. 


47) 


@BETTER GET ON THE LIST for “Letter 
Slants” ... a little 41/2 by 6 inch, 8-page 
house magazine issued by R. H. Morris 


Associates (Correspondence Consul- 
tants) Newton, Connecticut. Now in 
Vol. 3, No. 1. Dick has a great life. 


Is doing a good job. He left the roar and 
bustle of New York last year and moved 
into a big building overlooking the 
foothills of the Berkshires. In these 
peaceful surroundings, he and his staff 
work as letter and correspondence su- 
pervision consultants for many nation- 
ally-known organizations. We like this 
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What's your Problem’? 








Offset Copy Preparation? 
Distinctive Correspondence? 


If either of these is troubling you, then 
you’ve come to the right place—Co.LumBia, 
that is! 

What’s more, you don’t need help from 
the occult—not with CoLumsta dealers and 
branch offices all around you ready to supply 
just the right CoLumsta carbon paper ribbon 
for your needs. 

Your electric typewriters are much more 
critical in their ribbon requirements than 
are ordinary machines. That’s why COLUMBIA 
takes particular care to see that their carbon 
paper ribbons meet the most exacting stand- 
ards for any make or model. 

The paper CocumBia uses is balanced be- 
tween thinness for sharp typing—toughness 
for high cut resistance—and ample tensile 
strength to resist tearing. You can sail 
through the work without delays due to torn 
ribbons or do-overs because of poor results. 

You know how important a good grade of 
ink is to a top-quality printing job. Well, 
inking is just as important in making carbon 
paper ribbons. You'll discover that COLUMBIA 


ink formulas give you a perfect write— 
traceless erasures—and make ribbon stick- 


ing a thing of the past. 

Co.umBiA carbon paper ribbons are the 
best you can buy—and the most economical. 
You can get them in numerous inkings— 
light to very black and in seven beautiful 


colors. 


We'll have our local represen- 
tative call on you and demon- 
strate CoLuMBIA carbon paper rib- 
bons—just tell us where and when. 





Cotumspia Rippon & Carson Mec. Co., Inc. 


Main Office & Factory: 

190-2 Herb Hill Road, Glen Cove, L. I., New York 
New York Sales and Export: 58-64 West 40th Street 
Branch Offices and Distributors in Principal Cities 
Consult your local Telephone Classified Directory 


CARBON PAPER RIBBONS 











Black, Blue, Yellow, 
Red, Green, Orange, 





Covumsia Rippon & Carson Mec. Co., Inc., 


190-2 Herb Hill Road, Glen Cove, L. L., N. Y 


I'd like to see how COLUMBIA carbon paper 
ribbons will work for me. Please have your rep- 
resentative call; 


Ar. 








Company. 


Address. 





Zone State. 





City. 


Preferable dates 





Ist 2nd 3rd 








Purple, Brown 








FOR YOUR MONTHLY 
HOUSE PROMOTION 





Gives You Exclusive 
Business Advantages 
Over Your Competitors 


WITH DIRECT ADVERTISING READER'S 
GUIDE as your “House” Promotion, you 
have a 4-page mailing piece that cannot 
be matched by your competitors. It is 
copyrighted! No other firm in your area 
can duplicate it! You eliminate writing. 
printing. production problems. The num- 
ber of issues required come regularly each 
month; becutifully printed in 2 colors on 
fine coated stock; folded to 6’" x 9°’: ready 
to mail. We print your firm name in 
the masthead as publisher. We print 
your sales message on page 4. You get 
this complete “package” at much less 
than it would cost to produce a mailing 
piece of far less interest to your cus- 
tomers and prospects. 


DIRECT ADVERTISING READER'S GUIDE 
provides a helpful. time-saving service 
that ad-people want. This is proved by 
hundreds of letters plus a survey to 
which 99% of those asked, answered 
“Yes!"" Busy executives don’t have time 
to read all professional magazines. This 
“Reading Guide’ gives them a monthly 
index (not a digest) to articles on Direct 
Advertising in leading publications. It 
describes such articles; classifies them by 
subjects: gives title. magazine, issue, 
Page number. At a glance. your readers 
note articles helpful to them, which they 
would otherwise miss. They look forward 
to this “guide.” It opens doors for 
your sales people! 


ONLY ONE FIRM IN YOUR AREA CAN 
USE DIRECT ADVERTISING READER'S 
GUIDE! Limiting this “Reading Guide’ to 
one franchise in each locality, keeps it 


exclusive, enhances its value. Some lo- 
ealities are already sold. But your area 
may still be open. Act quickly. Write 


now for sample copy: full details. 


PUBLICATIONS DIGEST 


130 W. 42 ST. NEW YORK 18 





(Ad-People...want Direct Advertising 
Reader’s Guide regularly? Write!) 


! line in Dick’s latest issue: “Never 
write a letter you wouldn't want your 
worst enemy or competitor to see.” 


eee 


@ IT’S ALWAYS A PLEASURE to get 
a letter from John Dommett of Pin- 
ner, Middlesex, England. He illustrates 
each letter with hand-drawn sketches 
in full color. Don’t know where he 
finds the time to do it... but the 
sketches sure make an impression. 


— 
aed 


@ THE MILWAUKEE JOURNAL has 
published another book. First one, 
“Production of R.O.P. Color,” was itemed 
in The Reporter some time ago. New 
book titled: “Type Faces and Produc- 
tion Techniques for Creating Effective 
Advertisements.” Can serve as both 
a textbook and working tool for those 
engaged in creation and production. 
81, by 11 inches. Spiral bound. 148 
pages. Price: $1.50. And worth more. 


—_—_ 
eee 


@ ANCIENT OR ANTIQUE ART is now 
available in a book titled: “Art Ar- 
chives,” published by Art Archives 
Press, 45 East 17th Street, New York 3, 
N. Y. Edited by Harry B. Cof‘in. More 


| than 500 old-time line drawings printed 
| on one side of sheet only . . . for possible 


| use in advertizing pieces. 





Size 91, by 


1214, inches. 64 pages and cover. Price: 


$10. Write to publishers for full in- 
formation. 

= 

eee 


@ THIS REPORTER enjoyed his recent 
annual appearance before the students 
taking the current Advertising & Selling 
Course promoted by the Advertising 
Club of New York. This course is a 
big-scale operation . . . and it is well 
handled. There are approximately 603 
enrollments this year from all 
types of business. 


dee 

@ BACK ISSUES OF THE REPORTER 
are now on microfilm. At least our com- 
plete Volume 12—from May 1949 to 
April 1950. These films were prepared 
by University Microfilms, 313 North 
First Street, Ann Arbor, Michigan and 
are to be made available to all libra- 
ries or subscribers to The Reporter. 
Complete film costs $1.50. 


43d 


@ HOLES IN THE COVERS are not con- 
fined exclusively to the late Flair and 
to The Reporter. “Skelgaser” is the 
monthly external house magazine of 
Skelly Oil Company, Kansas City, Mis- 
souri. The December issue had three 
large die-cut holes in the cover which 


focused on colorful product sketches in 
the background, but which resembled 
a cluster of Christmas balls tied to- 
gether with a red ribbon. Designed and 
produced by Paris Printing Company. 
1525 Walnut Street, Kansas City 8. 
Missouri. 


pp 
@ HOUSE MAGAZINES are analyzed 
from A to Z in a recent booklet issued 
by The Jaqua Company, 101 Garden 
Street, S. E., Grand Rapids 2, Michigan 
Write to Wilferd Peterson for a copy of 
“The House Magazine—Your Persistent 
Salesman.” 8!/. by 11 inches, 20 pages. 
It is worth reading. 


JJ) 


@ OUR BRITISH COUSINS have de- 
cided to go ahead with all plans for 
the International Advertising Confer- 
ence ... in spite of world conditions 
and with hopes that the situation will 
be improved. Advance promotion com- 
ing through from England is effective 
and intriguing. The Conference is 
scheduled for the week of July 7 to 13, 
1951. It will be part of the Festival of 
Britain, sponsored by the British Adver- 
tising Association and the American 
Advisory Committee. Those planning 
to attend should make early reserva- 
tions for travel and hotel accommoda- 
tions. Registration fee is $10 per person. 
Heading the American Committee is 
Elon G. Borton of the Advertising Feder- 
ation of America. Write to him at 330 
West 42 Street, New York 18, N. Y. for 
all details. 


JJ) 


@ GIFT SAMPLES FOR BABY, INC. has 
now extended its activities to reach 
women in the “expectant” stage. 
Through a deal with Pocket Books, Inc. 

. . one-third of the expectant mothers 
in the country will be reached with a 
book of baby pictures called “Small 
Talk” and which will also carry ad- 
vertisement of products interesting to 
the prospects reached. Names will be 
available for follow-up. 


JJ) 


@ A NEW AND UP-TO-DATE Directory 
of House Magazines is now available 
from Printer’s Ink, 205 East 42 Street. 
New York 17, N. Y. A well classified 
registration of 5500 house magazines 
and their sponsors. Price is $5 per 
copy. 


JJ) 


@ PRIZE WINNING annual reports 
made a theme for an eye-catching mail- 
ing recently issued by Von Hoffman 
Press, Inc., 105 South Ninth Street, St. 
Louis 2, Missouri. Enclosed with a let- 
ter from the chairman of the board was 
a tricky die-cut strip of cardboard. In- 
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serted in two slots were two 234 by 31/2 
inch miniature reproductions of the 
covers of annual reports which won 
prizes in last year’s contest conducted 
by the Financial World. Slogan across 
1 by 8% inch strip: “We can make 
yours a winner, too.” 


J7) 


@ IF COUNTING COPY bothers you, 
write to Jack Langer, Adverco Advertis- 
ing, 16558 Mansfield, Detroit 35, Michi- 
gan and ask him to send information 
about his newly designed Langer Copy 
Counter. A series of transparent plas- 
lic cards ... each ruled and spaced 
for an average point type size. By 
placing plastic over space to be filled 
. . -you can determine immediately the 
exact character count... or vice versa. 
For those who must write with space 
limitations of primary importance . 
this Langer idea should help. 


JJ) 


@ SORRY TO REPORT the loss of one 
subscriber our only reader in 
China. Envelope containing January 
issue, addressed to Peking, was re- 
turned by the post office with a big 
red rubber stamped impression, “Serv- 
ice suspended.” 


JJ) 


@ JOHN SHELBY up in Barre, Vermont 
had an eye-catching idea for a pre- 
Valentine Day mailing. “Sweet Hearts 
for Sweethearts” was the caption. The 
oiler: A box of actual sweet hearts... 
maple bon bons in heart shapes... 
“from the heart of the maple country 
up here in old Vermont.” Well done. 
Hope John sold a lot of boxes. At 
least he made one sale to this reporter. 


ddd 


@ DURING THEIR FIRST YEAR of get- 
ting along without Miles Kimball, his 
successors carried along in fine fashion. 
The Miles Kimball Company of Osh- 
kosh, Wisconsin, headed by Mrs. Kim- 
ball, reported a 1950 sales volume 
14% above 1949. The postage bill at 
the Oshkosh office was well over a 
quarter million dollars. Christmas gift 
orders were received from more than 
one-half million customers in every 
state. Good luck always! 


J7) 


@ IF YOU ARE INTERESTED in de- 
tailed statistical information concern- 
ing the life insurance business in the 
United States . . . get on the mailing 
list for Tally, the monthly bulletin of 
the Institute of Life Insurance. Write 
to Mrs. Virginia Holran, Director of the 
Division of Statistics and Research, 488 
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Madison Avenue, New York 22, N. Y. 
You can, for example, determine the 
types and amount of policies in force 
in any state. Or, for another example. 
the various types of investments or 
benefit payments by life insurance com- 
panies. Might come in handy in list 


compiling. 
JJ] 


@ ANOTHER FOOT DIE-CUT mailing 
piece reached us this month through 
the courtesy of Bill Ford of Hugo Wag- 
enseil & Associates, Talbott Building. 
Dayton 2, Ohio. 
stock, 


An 8-page booklet on 


Bristol issued by MacGregor 





Goldsmith, Inc., 4861 Spring Grove Av- 
enue, Cincinnati 32, Ohio to promote 
a new style football shoe. Was planned 
as a mailing piece to 


sporting goods dealers. Also as a 


coaches and | 


hand-out at meetings of the American | 


Football Coaches Association. 


J7) 


@ BIG LIST OWNERS with extensive 


record systems should be interested in 
a new device known as Conve-Filer 
now offered by Remington Rand, Inc., 
315 Fourth Avenue, New York 10. N. Y. 
The Conve-Filer holds nearly 200,000 
cards. 
dividual trays are placed in front of file 


Mechanically operated . . . in- | 


operator by simple directional pedal 
| 


switch. 

_ 

eee 
@ YOU CAN NOW GET a glowing 
paper ... similar in some respects to 
the Day-Glo inks. The Wolverine Tube 
Division of the Calumet Copper Com- 


pany, 1830 Guardian Building, Detroit | 


26, Michigan made a startling mailing 
to wholesaler contacts during January. 
A small paper tube was covered with 
the new phosphorescent red paper 
which couldn't be missed in a pile of 
mail. Rolled inside was a clever mes- 
sage tied in with color and the copper 
shortage, “If your face is (red picture) 
with anger, or (green picture) with 
envy. or (blue picture) because you 


feel left out in the cold, don’t let the | 


shortage of copper tubing color your 

outlook.” Also enclosed was one of 

those tricky four-color pencils. 
(Continued on page 33) 













FREE BOOKLET 
‘‘How to Put SOCK in 
Your First Sentence.”* 
Write today—use busi- 
ness letterhead, please, 





Help Sentence 
You Write with 
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WATERMARKED 


by 
Fox RiVer 


COTTON-FIBER BOND, ONION SKIN, LEDGER 











Think of the times you've criticized your 
own dictation — changed a phrase here, 
a word there . . . maybe discarded the 
entire letter and started over again. 
Yes, every business man knows the pow- 
er of mail — wants his letters right! 
The clear, white surface of cotton-fiber 
paper by Fox RIVER is an important 
part of the pay-off in any program of 
better business correspondence. In rela- 
tion to total letter expense, even our 
finest grade— 100% cotton-fiber—adds 
but trifling cost, but commands the at- 
tention of a new, crisp dollar bill. Prove 
it with your printer . . . ask for Fox 
RIVER samples and quotation today. 
Fox RIVER PAPER CorpP., 2025 South 
Appleton Street, Appleton, Wisconsin. 


Look through the paper::- Sar 





see the 


Fox River =. M3 
NAME OF QUALITY YS ¥J< 47 Y, 
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Beneath the Drab Surface 
He Sees Hidden Riches! 





In the lower Transvaal town of Potchefstroom, South Africa, lives 
a teen-age boy with the most remarkable eyes in all the world. 


Pieter van Jaarsveld can see beneath the surface of the earth! 


His vision penetrates far, far down . . . hundreds of feet into the 
barren backveld soil . . . to disclose hidden veins of water, 
diamonds, gold, oil and coal. The success of young Pieter is 
phenomenal. In his last 200 divinations he has failed but 10 times! 


How does he do it? Pieter doesn’t know. He says he just “sees” the 
water or minerals. “Water,” he says, “looks like a beam of light 
on the surface.” 


Diamonds are flashing white spots ... easy to see. Gold, oil and 
coal look very much alike. Gold resembles a black vapor. Oil is even 
darker. Coal is lighter than either. 


This gift of X-Ray vision has been given to only one man in all 
recorded history. How fortunate it would be if all men possessed 
the eyes of Pieter van Jaarsveld, so that they might see beneath 
the surface ... so that they had the power to peer through drab 
envelopes and behold the valuable contents which often lie 

hidden within. 


However, there’s another way to let men of normal vision discover 
the precious contents of a mailing. It’s the TENSION way... 
envelopes as bright and compelling as their contents. Envelopes 
designed to draw attention and encourage opening. 


Tension knows what it takes to make an envelope arresting and 
inviting. Years of experience, and the skill to create and produce 
envelopes of outstanding effectiveness make Tension your best 
source for envelopes that get results! 


for every business use 





TENSION ENVELOPE Corp. 


522 Fifth Ave., New York 18, N. Y. « 5001 Southwest Ave., St. Louis 10, Mo. 
123 North Second, Minneapolis 1, Minn. « 1912 Grand Ave., Des Moines 14, Iowa 
19th & Campbell Sts., Kansas City 8, Mo. 

Over 100 Representatives Selling Direct to User 








HOW AN ENVELOPE GAVE 
A CLUE TO HIDDEN RICHES 


A leading manufacturer decided to test plain vs. 
illustrated lopes in a iling desig 
an office machine. 


d to sell 





Part of the list received 
a broadside in a plain 
corner card envelope... 


The rest of the list 
received the same 
broadside in an illus- 
trated envelope. 





THE ILLUSTRATED ENVELOPE 
PULLED 33%% BETTER! 
This mailing brought live inquiries from 15% of the 
entire list. The only variant in the test mailing was 


the envelope ... therefore, the envelope alone was 
responsible for the big 4 increase. 


HERE IS THE FIRST STEP TO 


“~“BETTER RESULTS FROM MAIL™~* 


Send Coupon Nou 


Tension Envelope Corp. 

(Factory nearest you), Dept.H-2 

Send me my free copy of ENVELOPE ECONO- 
MIES...Tension’s periodic publication of sugges- 
tions and ideas for making mail more effective. 


Name 





Firm 





Address 
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in Korea and as the sit- 


reporter has been paying 
closer attention to every 


piece 


been trying to discover 


and sound thinking. 


We started passing the few best pieces or 
thoughts along to you several months ago... 
but the momentum is now gaining. You will 
get more examples in the future. 

“STAR” the 
immediately 
merchandising 


Also, from now on we will 
items which should give you 


usable or adaptable ideas for 


for no other reason this interchange of 
copy and strategy ideas makes THe RePorTER 
unique. (At least, we think so.) 





Ever since the flare-up 


uation worsened into a 
national emergency, this 


of mail. We've 


best examples of courage 


or helping) during this difficult period. If 


As the first STAR example this month .. . 
we give you copy of perfectly multigraphed, 
expertly filled-in letter mailed by our old 
friend, Don Rogers of The Rogers-Miller 
Company, 335 Second, N. W., Canton 2, 
Ohio. All through the years, since I first met 
him in 1925 (good grief! time flies) Don's 
copy has been better than good. Serious, 
fitppant, humorous or casually informative . . . 
in tune with the public mood of the moment. 
But this time ... he has hit the stars. 


Four-line Fill-in 
Let us proceed with faith! 

An authority on labor made the statement 
that America can out-produce any one or 
group of enemies. . . all we need is good 
military leadership, he said. 


The military leaders say all we need is the 
production—if labor will supply our needs, 
we can train the manpower and complete the 
job successfully. 


manship to lead us out of this mess. 
in each other. 


your people during a national emergency can 
be aligned for concerted effort—to accomplish 
whatever your organization has to do under 
prevailing conditions—if you will inform them 
through bulletins, 
structions. 


new equipment to speed your jobs through to 


year—to share your load toward a_ national 
and a company goal that will breed confi- 
dence and FAITH among your people—all 
people! 


The people say all we need is better states- 
Apparently what ALL of us need is faith 


The doubtful mental attitude of many of 


letters and procedure in- 


As always, our organization is ready and 
able to help. We have again added more 


a faster, better telling and selling job. 
Call on us—this month and through the 


THE ROGERS-MILLER CO. 
(Machine Signed) Don Rogers 








A Business 


This reporter was very much im- 
pressed with a multigraphed letter re- 
ceived on stationery of Kennedy 
Letter Service, 1062 Merchandise Mart, 
Chicago 54, Illinois. Here is the 
thought-provoking copy. 


MEN first must do 


what NATIONS fail to do. 


Disheartening and ominous is the 
outlook for 1951 as newspaper head- 
lines and radio commentators scream of 


Korea Red China... Russia... 
Formosa . Communists Arma- 
ment. When will nations learn to live 
together? 

Well . . . when will men learn to live 


together? 

Nations are men ... groups of living, 
breathing, human persons . . . vast 
millions of just the kind of people you 
and I meet every day in our homes... 
on busses, street cars and trains .. . 
in our own places of business . . . in 
offices and plants of our customers. 

When we learn to live with them... 
in cooperation, contentment, peace, .. . 
and only when we learn to get along 
with them, these fellow men of ours 

. . will we have earned the right to 
expect good will among governments, 
harmony among nations. 

This is important . sO important, 
we believe ... that we have reproduced 
what we think is a masterful and pro- 
found, yet simple and down-to-earth, 
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Creed For 1951 Wt 


philosophy on how business people can 
learn better to live together. See if you 
don’t think there is much to what it 
says in the attached “The Art of Get- 
ting Along.’ 

We of Kennedy Letter Service are 
impressed with its message . . . so 
much so that we have made it our 
creed for 1951; we intend to stick to 
it to the best of our abilities. We'll 
backslide at times . as we have in 
the past . . . but we're sure if we 
practice it every day, we'll improve our 
ability to live together with those we 
serve and hope to serve. 

That alone will make the New Year 
a promising and rewarding one. 

(signed) “The folks at 
Kennedy Letter Service” 


Attached to the Kennedy letter was 
a full-sized reproduction of the January 
1950 cover of THe Reporter, which 
carried the “Getting Along” story. As 
we read again the words of Wilferd 
Peterson (Jaqua Company, Grand Rap- 
ids, Michigan) it seemed appropriate 
to reprint them again . .. for use by 
some or all of you. 


SOONER OR LATER, a man if he is wise, 

discovers that business life is a mixture of 

good days and bad, victory and defeat, 

give and take. 

He learns that it doesn’t pay to be a sensitive 
soul—that he should let some things go 
over his head like water off a duck’s back. 
Je learns that he who loses his temper usually 
loses. 

He learns that all men have burnt toast for 
breakfast now and then and that he should 


not take the other fellow’s grouch too 
seriously. 

He learns that carrying a chip on his shoul- 
der is the easiest way to get into a fight. 
He learns that the quickest way to become 
unpopular is to carry tales and gossip about 

others. 

He learns that it doesn’t matter who gets the 
credit so long as the business shows a 
proht. 

He learns that buck passing always turns out 
to be a boomerang and that it never pays. 

He comes to realize that the business could 
run along perfectly well without him. 

harm to 

even if it 


He learns that it doesn’t do any 
smile and say, “Good morning,” 
is raining. 

He learns that most of the other fellows are 
as ambitious as he is, that they have brains 
that are as good or better, and that hard 
work and not cleverness is the secret of 
success. 

He learns to sympathize with the youngster 
coming into the business, because he re- 
members how bewildered he was when he 
first started out. 

He learns not to worry when he loses an 
order because experience has shown that 
if he always gives his best, his average 
will break pretty well. 

He learns that bosses are not monsters try- 
ing to get the last ounce of work out of 
him for the least amount of pay, but that 
they are usually fine men who have suc- 
ceeded through work and who want to do 
the right thing. 

Je learns that the gang is not any harder to 
get along with in one place than another 
and that “getting along’ depends about 98 
per cent on his own behavior. 

Wilferd A. 


Peterson 


A STAR for the folks at Kennedy's 
for a contribution toward unity of pur- 
pose. 





Time For Decisions 


The time has come to speak out 
openly about the conversion of direct 
mail ... or at least about all the possi- 
bilities of conversion. 

No matter what happens in the im- 
mediate months ahead whether 
we have actual declared global war or 
a continuing series of “cold war” crises 

. our lives and habits will undergo 
forced changes. 

The squeeze on 
economy is on... and getting tighter 
daily. Product after product will be- 
come scarcer. Some will disappear. 
Our selling and advertising must 
change to keep pace with the tide of 
events. 


so-called civilian 


I don’t believe we are quite as be- 
fuddled as “last time.” Ten years ago 
the prophets of doom predicted com- 
plete annihilation of advertising, selling, 


Report by Henry Hoke 


alizing that these were essential, too, to 
keep the country going and to sell the 
ideas which had to be sold. 

Today we can examine the records 
of ten years ago . . . which is exactly 
what this reporter has been doing for 
some months. Reading the records... 
I've been able to relive some of those 
discouraging days tramping the streets 
and hallways of Washington. Seeing 
again those anxious late night sessions 
where plans were forged to put direct 
mail and printed promotion to work 
in a common effort. 


Reading those records, and what fol- 
lowed . . . makes me less inclined to be 
afraid. If it must be done, it can be 
done again. 


From now on, in one section of THE 
Reporter, we will pass along to you 
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you can convert; how you can help. 
As John Wiley said at the opening 
meeting of Printing Week Celebration 
sponsored by the New York Employing 
Printers: “This is the year of all years 
to put all the power of the printed 
word behind the selling of IDEAS.” 


George Welp, Advertising Manager 
of International Printing Ink, also made 
an eloquent plea for selling ideas with 
printing ... as the featured speaker at 
the opening dinner. In part, he said: 


“Printing endures time. It is this 
great quality that makes printing al- 
ways meet every challenge. 

“Do you remember at the beginning 
of World War II when there were 
those who questioned the value of 
printing in a war economy? Maga- 
zines were not essential. We could all 
get along without them. Then some- 
body discovered what comic magazines 
meant to the GI on the fighting front— 
what it meant to his morale. As one 
man put it—Li’l Abner was a runner- 
up to General Eisenhower in impor- 
tance to the GI. 

“Printing was soon recognized as es- 
sential to our war program. Some of 
us who served on the Graphic Arts 
Victory Committee are wondering 
whether we will be called upon again 
to present the case for printing. If so, we 
will not have to start from scratch this 
time. The record of that Committee 
speaks for itself. And the record has 
been carefully preserved. God grant 
that it will not need to be taken out of 
the archives. But if it must be, it will 
show what printing accomplished an 
can accomplish in building morale, in 
promoting essential programs and in 
implementing every part of a nation’s 
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activities when it is fighting for its 
liberties and the preservation of its 
freedom.” 

As a start... we are reproducing on 
these pages, from the actual originals, 
the two charts which were made in 1942 
and from which the whole structure of 
wartime printing developed. They were 
crudely and quickly drawn after the 
plans were formulated. 

Study those charts. They are really 
self-explanatory and can be used as an 
immediate guide when (emphasize 
when) we are told exactly what is 
needed. And what each project in- 
volves. 

Understand, too . . . not all peace- 
time uses disappeared in the last war. 
They simply grew fewer. Not all pro- 
jects are classified on the Wartime 
Chart . . . but most activities can be 
grouped under one or more of the 
fourteen heads. 

For example: We were questioned in 
1942 . . . why did we show Charities 
and Education as peacetime uses and 
kill them off in wartime? We didn’t. 
Charities can be grouped under “Com- 
munity Action.” Anything to help 
the community. And that, too, might 
involve many of the projects classified 
in other blocks. Education might be 
classified under “Morale” or “Man- 
power Training.” 

Understand, too . . . that in 1942, 43, 
44, advertisers switched most of their 
copy into those fourteen basic themes. 
Advertisers paid the bill. It was not 
“Government money.” The adver- 
tisers who used the themes intelligently 
(not sappily) kept their names before 
their segment of the public. They 
maintained good will. They were 
ready to convert back to Chart One 
when peace came. 

So ... keep these charts before you. 
You may need them. Now... or in 
successive stages. 


A Few General Notes 


I don’t believe there is any cause to 
worry about the government's attitude 
toward advertising. Most of the men 
handling (or to handle) the Washing- 
ton program are advertisers. They 
know the record of the early 40’s. The 
Treasury Department, itself, has a keen 
appreciation for advertising—all sorts 
of advertising—but emphatically direct 
mail. There are now two direct mail 
committees working with Treasury 
officials. A creative committee headed 
by Earle Buckley. A distribution com- 
mittee headed by Harry Porter. The 
Treasury Department has seen direct 
mail work. And it has worked won- 
ders. 
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Important Note: If you are in a 
business which involves the possession 
of valuable technical or strategic in- 
formation, write at once to Office of 
Technical Services, U. S. Department 
of Commerce, Washington 25, D. C. 
Ask for copy of recently issued four- 
page bulletin “A Program for Volun- 
tary Protection of Technical Informa- 
tion.” The information will prove 
valuable. May prevent you from some 
serious but innocent seeming error. 
“The enemy” can always piece together 
little bits of information into a larger 
picture. 

** &£ *& & & 

All of you should obtain for your files 
from the Department of Commerce, a 
copy of the 8-page booklet outlining the 
policies and setup of the National Pro- 
duction Authority. Also the sheet listing 
the 59 field offices (with addresses) of 
the Department of Commerce where 
information on all phases of the “war 
effort” is or will be available. 

** & & & * 


House magazine editors have formed 
a liaison group to work with Govern- 
ment in channeling information to 
members. David Zingg, United Fruit 
Company, Pier 3, North River, New 
York 6, N. Y. is heading one of the 
committees. 

** *& *& & * 

The Printing Industry of America, 
Inc. has organized a capable emergency 
liaison group to work with Govern- 
ment on controls, regulations, etc. We'll 
report other developments as they 
occur. 

** & *# & 

There are indications in Washington 
that Defense Mobilization Director, 
Charles Wilson, will soon set up some 


similar to the Office of War Informa- 
tion (OWI) of World War II. Noth- 
ing definite at our press time. But 
Howard Chase, Director of Public 
Relations for General Foods, has joined 
Wilson’s staff. Basic planning in in- 
formation field is under Chase’s direc- 
tion. A sound, well organized infor- 
mation bureau is certainly needed. 
Advertisers cannot tie in with emer- 
gency projects unless they are told 
WHAT is needed. 


*e* &© & & *€ 


Next month, we hope to have ready 
for you the start of a series of articles 
on production and supply economies. 
That was one of the main topics (at 
least behind the scenes) at recent Print- 
ing Week Celebrations. 

You may as well get started on plan- 
ning for cuts here and cuts there. But 
no need to be hysterical about it. Paper 
is definitely getting tight. How about 
those half-size sheets for short letters? 
How about one-third sizes for short 
notes and memos? Work closely with 
your printer on all jobs. Watch for 
economies in stocks and sizes. 

And for pete’s sake, watch your lists. 
Now is the time to do what you ought 
to have been doing all along. Weed 
out the deadwood and the duplicates. 
Make every piece count. Make every 
cent you spend do a job for you and 
the country. 

* * & & €& * 


For other notes on “the situation,” 
see items scattered throughout this 
issue. Particularly those with a STAR. 


** & & & * 


I can think of no better closing line 
than the one I used in December 1941. 
And I repeat the explanation. The 
line is used most reverently. “May 






































sort of central information agency, God damn the destroyers of peace.” 
ANTI- INFLATION CIVILIAN COMMUNITY 
Paice CONTROL DEFENSE ACTION xc —— 
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THISISADMAA BESTOF INDUSTRY AWARD WINNER FOR 1950 


HOW DIRECT MAIL WORKS FOR 
CANADIAN INDUSTRIES LIMITED 


by James M. Stewart 


One of the most extensive and best 
coordinated direct mail campaigns this 
reporter has seen for some time .. . is 
the subject of February's DMAA 
Best-of-Industry article. 


Che winner in the highly competitive 
“Packaging” classification of the 1950 
contest is a north-of-the-border neigh- 
bor . . . the “Cellophane” Division 
of Canadian Industries Limited in 
Montreal. This company is the Can- 
adian counterpart of the DuPont organ- 
ization here, manufacturing a wide 
range of products .. . but independent 
of it. 


To fully understand and appreciate 
this campaign, there are two facts one 
should know beforehand. First, C-I-L 
is the sole manufacturer of “Cello- 
phane” in Canada. Also, as we all 
well know, this product has been 
widely known and used for a good 
number of years. 

As a result, the emphasis of the pre- 
sent-day sales promotion program has 
been shifted from direct promotion of 
the use of transparent packaging 
to the services available to “Cellophane” 
users which enable them to achieve 
greater efficiency in packaging and mer- 
chandising. 

The four main objectives of “Cello- 
phane’s” direct mail are: 

1. To maintain, on a continuous basis, con- 
tact with customers between salesman’s calls 
and to provide them with information on 
special events. 

2. To promote “Cellophane” and the free 
technical services available to users from C-I-L. 
3. To provide manufacturers and retailers with 
information and ideas on merchandising and 
packaging which will assist them in the 
more profitable operation of their business. 
4. To make the converting trade, jobbers 
and wholesalers aware of C-I-L’s promotion 
which will help them sell C-I-L films. 


Packaging News 


The prima donna, yet probably the 
hardest worker in C-I-L’s sales pro- 
motion cast, is “Packaging News.” It is 
an elaborate publication considering the 
limited circulation (6300). Two-colors 
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throughout, on glossy stock, 6” x 9”, 
28 pages . . . “PN” is loaded with 
smart photographs and the format is 
styled with great care. The articles, 
mostly contributed by outside sources, 
are naturally based on packaging. But 
every conceivable side of the picture 
is presented. The masthead explains 
... “Information and Ideas on Pack- 
aging.” In ten years this external 
house magazine has gained a great 
respect and popularity in the trade. 

But C-I-L doesn’t stop with publica- 
tion and distribution of “Packaging 
News.” It exploits the value of this 
medium to the utmost. 

A few weeks prior to the publication 
date, all readers receive a large-size 
postcard which serves two purposes. 
Primarily, these two-color cards an- 
nounce a few of the “plums” in the 
forthcoming issue telling the re- 
cipient to keep an eye out for the mag- 
azine. In addition, the left-half of 
the address side asks for mailing list 
information. Either for more names 
who may be interested in receiving a 
copy . . . or for address corrections. 

For example: 

We're Spring Cleaning Early! 
It's never too early, we figure, to clean 


up our mailing list—in fact, we're at it all 
the time! Any correction necessary in your 


address? Let us know. Should others in 
your firm, interested in sales . . . merchandis 
ing . . . packaging . receive “Packaging 


News”? Send in their names .. . we'll 
gladly add them to our list. 


Says Advertising Supervisor John 
West . . . “These list-cleaning cards 
have worked very well for us over a 
number of years. I would say that we 
get one or two percent returned with 
each mailing. This may seem to be 
quite expensive to clean up one percent 
of the list, but if it were not done it 
would not be long before the list was 
way out of line. Since the list used 
for “Packaging News” is the same list 
used for direct promotion material, 
we are sure that this material is hitting 
home, too. In other words, the very 


favorable acceptance of “Packaging 
News” paves the way for our other 
straight advertising material.” 

All C-I-L salesmen and advertising 
personnel are forewarned of each issue 
of “Packaging News” and all other 
direct mail, as a matter of information 
and interest . . . by a memo from Mr. 
West, telling the thought behind the 
piece. 

“Packaging News,” incidentally, is 
set up as a separate entity. “PN” letter- 
heads, envelopes and business cards are 
used when needed. Even a 4-page 
folder has been prepared, telling the 
vital facts about the magazine. 


Service to Customers 


The “Cellophane” Division of C-I-L 
has established itself through a high 
quality product, good service and con- 
tinuous sales promotion, as a leader in 
Canadian packaging. Consequently, 
the company is expected to provide in- 
formation on special events of interest 
to packagers. 

So whenever conventions or trade 
shows are in the offing, the “Cello- 
phane” Division of Canadian Indus- 
tries Limited prepares guides of the 
city, gives all sorts of useful informa- 
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tion and in general gets behind the 
show and promotes it. 

In one of C-I-L’s folders, R. C. 
Wright, Sales Manager of this division 
explains: 

“When you buy ‘Cellophane’. . . 
we consider that it still is part of our 
job to make sure that it works for you 
efficiently . . . economically . . . success- 
fully.” 

And so C-I-L, in its straight promo- 

tional direct mail attempts to: 
1. Assist users of the product in the operation 
of their business by obtaining the fullest and 
most efficient use from their C-I-L packaging 
films. 


2. Promote “Cellophane” . and the tech- 
nical and advisory services available. 


One of their pieces is a “Special 
Occasions” calendar. It’s been mailed 
out to the complete list of 6300 for the 
past ten years. On the front... a 
colored reproduction and listing of the 
special occasions. On the back offers 
are made of technical assistance, 
sound movies and instructional ma- 
terial. 

Most industrial advertisers like to 
stretch their advertising dollars and 
insure specialized coverage . . . by re- 
printing from space advertising plates 
and mailing with letters of transmittal. 

These letters at C-I-L, during 1950, 
were multigraphed and filled in. But 
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Adman West comments, “We plan to 
discontinue this practice (filling-in) in 
1951, as we feel that it is expensive, 
the match-in has never been too good, 
and if we make our first line snappy 
enough, we don’t think the match-in 
is too important.” 


A well thought out 62-page, spirl- 
bound handbook for food retailers was 
offered and distributed in 1950. It 
was acclaimed all over the continent as 
a permanent reference on retail food 
store promotion. This manual was 
the culmination of part of the contin- 
uous program to educate smaller retail 
store operators on the most up-to-date 
merchandising methods of the time. 
Photographs are lavishly — spread 
throughout. 

An 8%” x 11”, 4-page folder 
printed in two shades of blue (which, 
incidentally, this reporter finds dis- 
pleasing) was prepared to push “Mod- 
ern Food Merchandising.” Center- 
spread gives the usual partial list of 
contents, etc. But an interesting space- 
saving device was used for the reply 
card section. The yellow card was 
tipped-in by a red sticker. C-I-L 
wanted replies to be directed to nearest 
sales office . . . so these addresses were 
printed in the space covered by the 
card, where usually there’s just plenty 
of white space. High results of this 


campaign finally totalled 61°%. The 
trade press reprinted many articles... 
and one section, on bag sizes, was re- 
printed by C-I-L in chart form for use 
in prepackaging rooms. 

Another booklet, in the continuous, 
educational-promotional program of 
C-I-L, 16 pages long, offers in attrac- 
tive form information on the proper 
handling of “Cellophane” to ensure 
maximum service and performance. 

Many companies, selling a product 
that has been on the market for many 
years and has become “accepted” .. . 
often fail to realize that prospects eas- 
ily forget the advantages of that item. 

C-I-L prepared a refresher course on 
“Cellophane” in a firm, interesting way. 
The four main characteristics of this 
film are Transparency, Protection, 
Economy and Adaptability. And each 
is treated separately in a series of four, 
4-page, letterpress folders. Colors are 
different, but format the same. Each 
folder contains a section which again 
promotes the services of the company. 
These “basic characteristic” folders 
were mailed one month apart. They 
were also merchandised to the C-I-L 
sales force by a memo from sales man- 
ager R. C. Wright. 

Another tack was taken by mailing 
a series of four different folders 
each for a different type food product 








(cheese, fruit, etc.) .. . to that specific 


ade. 

fo [ | 0 n g C [ 0 ffs ef ru n S a oo Schoo teachers, students, distributors 
who want their salesmen to know more 

greater 
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uniformity 


about “Cellophane”and many others, of- 
ten request information on the pro- 
duct. To answer them, C-I-L prepared 

a 16-page, 8%” x 11”, 2-color booklet < 
which describes the product from every 
angle. 
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John West explains the French lan- 
guage situation for one Canadian adver- oth 
REMINGTON RAND tiser. “A small but substantial portion Pu 
of our customers is French-speaking, om 
and we therefore put nearly all our ying 
DIRECT IMAGE and material into French, using pretty much A 
the same layout and illustrations. All - 
our trade press advertising is trans- Co 
PHOTO GRAPHIC lated into French for the French gro- 
cery publications in this country. A 
separate French list is maintained, and I 
T where a French counterpart of an Eng- ou 
PLASTIPLA ES lish piece is not produced this list ot 
receives English material such as me 
BOOST PRODUCTION "ain Se * 
Costs wh 
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It’s like money in the bank—the way these reproduction plates step here's what ipl paid to the — = 
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plates so you can compare results. Or . . . our Dear Miss Strutzenberg: eci 
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convenience . . write, or use coupon. November days reminded me we 
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For clear and sound thinking, an- 
other Reporter Star to the Editor and 
Publisher of Building Supply News, 5 
South Wabash Avenue, Chicago 3, Ill- 
inois. Following editorial was mailed 
as press release and also direct mail 
piece. 


Cool Heads with Immediate Plans 
See Prosperous Future 


It’s just about 10 years ago that this 
country sustained a profound shock 
when we realized that we were once 
again headed toward a full scale war. 
It was before Pearl Harbor. That’s 
when we began our preparedness pro- 
gram with its priorities for military 
goods and its cutbacks in civilian pro- 
duction. When the restrictions began 
to hurt, many a business man reverted 
to near panic, seeing little or no hope 
for the future. I remember that, in 
the building business _ particularly, 
there was consternation and predictions 
of wholesale bankruptcies. There were 
some business men who quit because 
they lacked faith, courage and energy 
to face the critical conditions of the 
times. 

Among lumber and material people, 
there were dire predictions that dealers 
and builders would go to the wall; 
while manufacturers wondered whether 
they would be able to sell to the govern- 
ment or would have to run for the 
storm cellar. The record of the past 
decade saw none of these dire proph- 
ecies materialize, except where business 
men got scared and quit before they 
were hurt. 

Despite all the controls and the head- 
aches of the war and postwar periods, 
building industry people went on mak- 
ing and selling their usual products— 
although in many cases to a new buyer, 
Uncle Sam. The dealers found all kinds 
of things to sell, and ways to sell them. 
Builders migrated to war industry, 
other essential types of building and 
war construction. The number who fell 
by the wayside was surprisingly small, 
if any. 

Now we face pretty much the same 
situation; but this time the history of 
our experiences beginning 10 years ago 
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Congratulations 
to an Editor 


should help us to retain a true perspec- 
tive. 

This is a time for cool heads in 
government and in business. It is a 
time for planning and action, for forti- 
tude and energy, to meet the difficult 
situation confronting us. With that 
kind of courageous approach the build- 
ing industry, and all industry, has a 
prosperous future before it; and we will 
not be stopped by the faint-hearted and 
the doubters. 

What makes an optimist of me is 
the surprising amount of punishment 
we have to, and fortunately can, take 
as business men and nation. The last 
10 years for almost the first time in 
this country’s history have shown us 
how tremendously strong this thing we 
call the American free enterprise sys- 
tem really is. Yet thus far we have only 
flexed our muscles, so to speak. We 
have not yet applied the full power in- 
herent in our economic system. We 
should never forget that the essential 
ingredient of this “system” we talk of 
is not physical resources but rather the 
capacity of the people to apply in in- 
creasing measure those energies that 
have made this country unique in all 
the world. Of that capacity we have 
a tremendous reserve. 

I do not minimize the problem that 

we must face in war, or in business 
and industry, or specifically in the 
building industry. I do know that 
resolute determination, backed by cour- 
ageous planning now by every one of 
us, will meet and overcome those prob- 
lems. 
REPORTER'S NOTE: Same kind of thinking 
is needed in graphic arts and direct mail 
supply and production business. Ten years 
ago ... prophets of doom predicted whole- 
sale bankruptcies. Didn’t happen. See 
other items in this issue for more about same 
subject. 


YOU NEVER CAN TELL 


Elmer and Mary Rynne operate a 
sporting goods store at 34 Prescott 
Street in Lowell, Massachusetts under 
trade name of Lull & Hartford. (Also 

















N 1 0 of a series of people YOU 
0. have on Your Mailing List. 


You can't expect him to remember 
everything that passes his desk. That's 


why he files for future reference. 
But a reply card is seldom filed! 


Unless it’s in REPLY-O LETTER, which 
carries your (already filled-in) reply 
card in an exclusive slip-out pocket. 
The card needs no pencil, pen or 
fili-in either. 


Returns are better with REPLY-O 
LETTER. For example: 


"|... 2¥Ya% returns on a list circularized 
twice before. Previous return was 1.4%.” 


W. Atlee Burpee Company 


Send for sample letters and free copy 
of “IT WAS ANSWERS HE WANTED.” 


USE THE 
REPLY-O 


LETTER _ 


, ioe °° 
(jhe geont ana 


eke REPLY-O 
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THE HOUSE OF ENVELOPES 





. AND ENVELOPE IDEAS! 


lf you'd like to receive our brisk little publication "THE 
POSTMARK," you have only to request it. Please use 
the coupon below. 


ARDEN CiTy 
Enwves.ore Co. 


3001 N. ROCKWELL ST. 
CHICAGO 18, ILLINOIS 
Phone COrnelia 7-3600 






—— — _ 
Garden City Envelope Co., 3001 N. Rockwell, 
Chicago 18, Ill. 

[) Please put my name on “THE POSTMARK" mail- 
ing list 
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effortless speed 
COLLATING used to be fabor. 


Slow, 
More irritating still if the rest of the day’s work 

Now you press a foot pedal . . . the collated 
sheets fall into your hands. 


monotonous. 
was piling up. 


Whether your collating is part time or real production . . . if you wish to see when and where 
mechanical collating becomes profitable, we'll mail you on request our simplified “R” collating 
production survey sheet. And we will analyze it for you if you wish . . . with no implied 


obligation. 


Thomas Mechanical Collarer Corp. 


specialists in paper gathering 


30 Church Street, New York 7, N. Y. Digby 9-2270 
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| fulls.”’ 


have 


a factory manufacturing sport 
jackets for men, women and children.) 
It’s sort of a disorganized mumble- 


jumble store specializing in good 
bargains. 
For his Christmas-gift-suggestion 


mailing, Elmer instructed lettershop 
owner Walter Sargent to prepare a 
circular “to look just as the store does.” 
Didn’t want anything which followed 
accepted patterns. The resulting 6 
by 9 inch, 12-page self-mailer would 
be thrown out of any graphic arts dis- 
play with a thud and a shudder. It is 
simply terrible. Unharmonious photo- 
graphs and sketches, all sorts of pasted- 
in type, typed and hand drawn copy. 
Nothing in line. 25,000 copies were 
mailed in surrounding area. Not a 
word in daily newspapers. 

Customers couldn’t 
get into the store because of the crowds 
ahead. 


You guessed it! 


Suppose we should be shot or some- 
thing for reporting such an abortive 
case which violates all the accepted 
formulas except that it sometimes pays 
to be different. You never can tell. 


ON THE ART OF 
HAVING FUN 


by Arthur Sisson 


REPORTER'S NOTE: During a time when 
everyone is worried and bewildered .. . 
some advice on fun and relaxation seems 
appropriate. This article appeared in ‘“‘Pipe- 
the effective four-page house maga- 
zine of the State Mutual Life Assurance Com- 
pany. 340 Main Street. Worcester 8, Mass. 
Advertising Manager Arthur Sisson edits it . . . 
and calls himself “‘Custodian of the Tobacco 
Jar... His idea should get widespread dis- 
tribution. Reader's Digest please note. 


There are some people who don’t 
know how to have fun. They don’t 
get much fun out of life principally be- 
cause they don’t know what fun is. 

Their conception is wrong. They 
look upon fun as a commodity instead 
of a process. They seem to think of 
fun as something to be dished out, 
passed around in package form and 
they are disappointed when they don’t 
get their share. I feel sorry for the 
wallflowers of life. They miss so much 
tun. 

As for me, I don’t look upon fun as 
a piece of merchandise to be bought, 
sold or bartered. I think of fun as a 
manufacturing process. You have to 
make your own fun yourself—manu- 
facture it from day to day. 
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Yes, I believe you have to create 
fun in your own factory. Some people 
have discovered the process and keep 
their fun machines in good repair, to 
be used whenever time and occasion 
permit. Others have let their equip- 
ment rust and now find it’s too much 
work to start production. 

What are the raw materials? An 
open mind, a light heart, a boyish 
spirit, a willingness to participate, a 
love for games, a zeal for competition. 
These are the main materials to keep 
on hand. But what is more important 
is to keep the fun machines well oiled 
and instantly ready. Fun comes spon- 
taneously, suddenly and oftimes un- 
expectedly. To have fun, you’ve got 
to be ready to create fun. 

I suppose it’s possible to manufacture 
too much fun at one time, though few 
people do. I know it is possible to store 
up fun... keep a little ahead to draw 
on when work and duties interfere. 
But unless you keep filling the reservoir 
of fun, it can soon dry up. And there’s 
many a drought in life when the desire 
to have fun is curbed or postponed and 
when long periods of work prevent 
its production. I think all of us should 
check up on our fun factory once in 
a while. See what sort of a product 
we're making and overhaul the ma- 
chinery. 

I so well remember my grandfather. 
Til the very day he died at 82, he 
enjoyed life. He worked hard but he 
took time to play. He never ceased 
to have fun. He drove his car at age 
80. He dug clams, fished, went blue- 
berrying, played cribbage, went to a 
vaudeville show every Saturday after- 
noon in winter. He invented, he tink- 
ered, he read, he talked, he laughed. 
I never knew a man who could produce 
fun so easily, so naturally, so abun- 
dantly. Although he had his share of 
hardships and griefs, he loved to have 
fun and the only time he ever shut his 
fun factory down was to repair the 
machinery. 

Of all the lessons in life he taught 
me, and there were many, the one | 
cherish most and for which I am so 
deeply grateful, is that you’ve got to 
make your own fun in life as you go 
along. Close the factory down for too 
many seasons and the “know how” is 
quickly forgotten. And there is noth- 
ing sadder than a person who has 
lost the art of having fun. 





LARRY CHAIT. President of the Hundred 
Million Club of New York, moved along on 
January | to a new job as assistant pub- 
lisher of “‘The Magazine of Wall Street.’ Larry 
has been responsible for quite a few changes 
(for the better) in the financial advertising 
field. 
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“No Correspondence Hangover* 
SINCE WE GOT OUR AUTO-TYPIST” 








“AUTO-TYPIST certainly saved 
the day for me. Now | can get 
all the boss’ correspondence out 
on time—and no ‘after 5’ 


work for me, either!” y 
a 










IT’S TRUE! Auto-typist breaks up your repeti- 
tive correspondence bottleneck, cuts down your 
dictation costs, too .. . with its automatic solu- 
tion to your routine letter writing problems. 
Whether you have heavy loads of replies to get 
out every day—or whether your “paper work” is 
more modest ... you can do it speedily, effi- 
ciently, economically with Auto-typist. 





et! Write at once fo, this 
helptul booklet that show; a 


juto-typist can do for yo, in 
own office- 


IMuyTO- TYPIST 


There’s a style and model Auto-typist 
priced to fill the needs of every office 
(Dual Selector Model 5060, right). 


What 
y Our 











*With apologies to our good friend and Auto-typist customer, Philip Morris. 
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. AMERICAN AUTOMATIC TYPEWRITER COMPANY } 
; Dept. 22,614 North Carpenter St., Chicago 22, Ill. 
: . ” : : . 
! Please send me your free booklet “How To Use the Auto-typist, and descriptive liter- : 
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Does Anybody d ee HU 
HATE Gravy? Good Writing CL 
Not when it comes to gravy Pe 
dollars anyway. More the mer- pace 
rier. ‘ y This reporter likes the first-of-the- face “THE THING” together, and proceed to seal 
We think you'll agree. Will year multigraphed letter mailed on ret it over with! try 
agree, too, that it’s high time letterhead of L. M. Anderson Dental Hopetelly yours, Penn 
YOU began cashing in—by let- Supply Company, Tampa, Florida. ay a ; 
a J ] ’ .. M. Anderson all o 
ting us pull extra profits for you Smooth writing. Intelligent approach . to bi 
out of your mailing lists. to today’s problems. Appropriate tie-up Incidentally, this letter was written spect 
The arrangement is simple. with timely theme. (as were many of its excellent pre- SF 
You register your lists with us— ee decessors) by smart and smart-looking aa 
we rent them out to carefully gone be - Virginia Carasco . . . who for many aoe 
selected mailers who don’t com- THIS IS “THE THING.” DOCTOR years was associated with Jack Carr = 
pete with you. You're sure of snd no denying it! There's a bia icb to bx and who naturally absorbed some of eer 
that because you okay our selec- lone in '51—nationally, collectively in groups, his Cordial Contact style. But Virginia = 
tions. and individually. No need trying to pass it has a style of her own. She writes ~- 
We'll handle the addressing Se = simply and always with sincerity. W 
= There'll be more work for all of us, and , . : 1950 
any way you like—it usually de- probably under less favorable conditions than If you'll check her letter quoted here mag 
pends on how much of that gravy we'd like, in many ways. . you'll see she scores 151 syllables Pte 
you actually want. For full de- When it comes to tackling their part of the per 100 words. Which (according to ro 
tails write or call: task—taking on more patients—there is no Flesch f, las) is c f 
group more capable than the Dental Profes- ”~ ormulas) 1s correct score ae M 
gE easy readability. Even to a professional onthe 
Lp Increased capacity on your part calls for group which is accustomed to big se 
1 ip pe —o and — bes words. Also Virginia averages ent 
all due modesty, octor, we mention rignt . . > > - - 
SPECIAL LIST BUREAU | | Sox, tht ou cn DEPEND ma ANDER KTS" "So move than five lines per - 
SON’S to keep you WELL SUPPLIED. — 2 hea . rut 
DIVISION of DICKIE-RAYMOND This year, as for the past forty five, our paragraph. and 
521 Fifth Avenue, New York 17 entire organization is dedicated to your In the days ahead . . . try to make sam 
80 Broad Street, Boston 10 SERVICE. And at the same time, we'll your copy simple ‘and easy to under- -— 
make whatever sacrifices are demanded and y ~ . ‘ *. ae ‘ 
meet any restrictions imposed. stand. Try to inspire faith and cour- grap 
In other words, we'll join hands with you, age. Stoc 
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DUPLISTICKERS cur addressing a 
costs to the absolute minimum! 33 buil 
gummed, perforcted labels on letter- } . 
size sheets simplify addressing for ae | Ing 
all duplicate mailings, samples, C4 > | ot ¢ 
premiums, etc. Make 4 or more -\ mol 
copies in one typing operation. 25 Re | hov 
sheets (825 labels) 69: pkg., at bs 
stotionery stores. White and 5 colors. VU j ame 
duc 
fort 
bor 
rita 
7 
ar 
Appropriate cartoon (for these worrisome days.) Taken (as usual) from the anc 
always good “Standard Time” house magazine of the Standard Envelope foll 
Write fer FREE mane Co. Company, Address... 1600 East 30th. Street, Cleveland 14, Ohio. Edited <i ot 
Sample Phg. —" trie Street by Tom Marsh. Suggestion for Tom (if he hasn‘t thought of it yet) ... re- ot 
ae 9, Pa. print in booklet form all of the wordless and amusing business cartoons you ° \ 
have run since “Standard Time” started. Bul 


DUPLISTICKERS 


are made only by 20 
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PROBLEM FOR THE 
HUNDRED MILLION 
CLUB 


During the past couple of months ... 
this reporter has been gathering speci- 
mens of the daily mail received by 
people in various sections of the coun- 
try. Friends in California, Florida, 
Pennsylvania, etc. volunteered to save 
all of their “solicitation mail” . . . and 
to bundle it up at intervals for our in- 
spection. 

Before this issue went to press .. . 
we spent many hours going through the 
assembled evidence. Our long distance 
spotters and collectors seem to be on 
nearly the same mailing lists, for many 
identical pieces turned up. 

We have seen and studied the end-of- 
1950 promotion pieces of nearly every 
magazine and book publisher; every 
financial service promoter and most of 
the gift and food appeals. 

Maybe we were over-saturated or 
satiated by examining too many pieces 
at one time, but one fact became appar- 
ent and alarming. Most of the book 
and magazine publishers are in a 
rut of sameness. Their appeals look 
and sound too much alike. All the 
same formula. Even the letterheadings 
are similar. Indented punch _para- 
graphs. Lines or captions in color. 
Stock phrases. You could change the 
titles or the company names .. . and 
one could be substituted for another 
without much damage to content. 

Maybe that is what is partly respon- 
sible for decreased returns. Sameness. 
Boring sameness. 

There are striking exceptions, of 
course. Time and Life try to keep 
ahead of the formula-followers by re- 
freshing changes. So does Look. Bet- 
ter Homes & Gardens came through 
with a different style which we won't 
report at this time. 

The Hundred Million Club might 
build an interesting and blush-bring- 
ing program . .. by staging an exhibit 
of all current book and magazine pro- 
motion pieces. Letting the crowd see 
how similar in appearance and tone 
most of them are. And then... con- 
ducting a hard-boiled forum in an ef- 
fort to discover ways to avoid this 
boring sameness which seems to be ir- 
ritating a lot of mail recipients. 

The food and gift people are doing 
a much better job of being different 
and individual. Maybe the mail order 
folks in publishing should get around 
for once to studying other fields and 
other formulas. 

We may be sticking out our necks. 
But there’s an idea. 
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“YOUR COURSE HAS BEEN 
AND IS A THOROUGHLY 
FASCINATING EXPERIENCE. 
| PERSONALLY FEEL THAT 
ITS FIRST PROSPECTUS WAS 
AN UNDERSTATEMENT” 


So wrote a businessman ‘‘student’’ who had just completed a 
year’s study of my Training Program in Direct Mail Advertising 
(for advertising executives . . . and for training assistants). 


IF YOU USE THE MAILS FOR ANY 
PROMOTIONAL PURPOSE . . . YOU 
CAN INCREASE YOUR SKILL AND 
IMPROVE THE EFFECTIVENESS OF 
ALL YOUR APPEALS BY AN OR- 
DERLY, SYSTEMATIC STUDY OF 
THIS TRAINING PROGRAM. 


Direct Mail is a BIG subject. It has 
many angles. Many pitfalls. Lack of 
experience and know-how can lead to a 
tremendous waste of money Waste of 
effort, too. 


But Direct Mail can be made simple 
The experiences of the past twenty-five 
years can be co-ordinated step-by-step 
° to give the user of the mail an 
effective, money-saving and money- 
making working guide 


This course is designed for home or 
office study . . either by individuals 
ov by groups. 





If you are interested in an orderly, thorough, down-to-earth, 
year-long study program in all the ramifications of a VERY 
BIG subject .. . send for my prospectus now. You can start 
any time. You will receive study sections every two weeks 
for a year. Fee $115 . . . which includes personal advice and 
criticisms. 


Write personally to 


HENRY HOKE 
17 East 42nd Street, New York 17, N. Y. 























GRUB FOR 
GRACIOUS LIVING 


The following copy appeared in the 
Winter 1950 (Vol. X, No. 3) edition of 
“Better Impressions” . the always 
excellent house magazine of The Mead 
Corporation, edited by Hubert S. Fos- 
ter, 819 Public Ledger Bldg., Phila- 
delphia 6, Pennsylvania. 


An up-and-coming fishmonger an- 
nounces that he will deliver six 9-inch 


rainbow trout presto to wherever you 
happen to have your door, for $5.75. 
These speckled beauties are caught in 
the snow-fed waters of the Rockies 
exactly 8,620 feet aloft in Colorado. 
Along with ice to keep the deceased in 
edible condition, the vendor generously 
throws in a gift card and a flavorsome 
pine cone with needle cluster. 

From a sun-drenched valley one 
mile (just 5,280 feet) high, other folks 
in the same state are itching to send 
you 12 stalks of crisp, snap-crackle-pop 





Why We Like Doing 


Business in F reeport... 


We have a rather silly notion that running a lettershop should be 
pleasant, comfortable, something to enjoy doing. Like you, perhaps, 
we’re at it more hours than we devote to sleep and the famliy. 


And we happen to like doing business with the many large pub- 
lishers and mail-order sellers in metropolitan New York. So we 


chose a suburb that: 


® provided fast, daily pick-up and delivery from Manhattan 
(17 miles from New York) 
© an abundant source of competent talent to work in 


the plant 


® spacious facilities at suburban rents 
®@ the luxury of slacks and sport shirts during business 


hours 


® an easy 15 minute drive from home to office 
® without traffic and parking problems 


® good living 


We chose Freeport, and discovered that business could be pleasant, 
The two of us work longer hours, and like it. 


comfortable, fun. 


We've increased our speed and efficiency, and lowered our costs 
beyond anything we could ever do in the city. And we have more 
time for planning, and for building top notch mail order lists. 


For you as a user of the mails, it could mean real cost savings with 
the accuracy and speed you demand—if you’d also like to be doing 
business in Freeport. We would like to sit down and talk seriously 
with several mailers about addressing and mailing. 


fons PO gad 


ADDRESSING - MAILING - 


C Te el E MAILING SERVICE 


24 S. Grove Street, Freeport, N. Y. 


STENCIL CUTTING - 


owt 


NC ORPORA TED 


LIST MAINTENANCE 





Pascal celery for only $3.75. 

Selfless entrepreneurs like these, 
abetted by what is left of the U. S 
Mail, bring a welcome supplement to 
our bleak, workaday chow, and pleas- 
antly resolve that nightmare-before- 
Christmas caused by people who “have 
everything,” apparently, but some- 
thing fit to eat. Does this high dedica- 
tion to service yield a by-product of 
profit? Judging from the mounting 
influx of printed solicitations to join in 
the good work, one more than suspects 
that it does. 

Evidently custom cannot stale the 
infinite variety of these seductive 
viands—nor can age or anything else 
wither them, if one takes at face value 
the guarantees of fresh delivery. 
Rhapsodies on some of these exotic 
items certainly deserve, and get, reams 
of even critical paper. That’s not fea- 
sible in this place, however, so we'll 
just hit a few of the high spots. 

There are old Virginny hams, of 
course—tender, hickory-smoked aft 
elevations of goober-gorged  super- 
swine. “Nuts to you”—jumbo pecans 
from Alabama. Nuts to everybody— 
a wishing well full of Oregon filberts. 
Vermont maple syrup with, mirabile 
dictu, that real maple flavor; it glorifies 
pancakes. 

From half a dozen states come plum 
puddings—forged from an Olde Eng- 
lish Recipe apparently buried from all 
but a select few in the cipher of Roger 
Bacon. Enough varieties of choice 
cheeses from Wisconsin to unseat the 
reason of any mouse. Wild rice, not as 
yet plugged as a substitute for wild 
oats from Minnesota. 

More familiar are the citrus fruits, 
apples, pears, and peaches—in gifty 
dozens, hampers, and _ bushels—for 
sisters, cousins, aunts, and purchasing 
agents. Less familiar—but, we are as- 
sured, obtainable—rattlesnake cutlets 
delicately carved from the safe section 
between the business ends of the critter. 

So it goes, on and on. Ideal gift 
comestibles in prodigal profusion for 
that very special person. And _ occa- 
sionally some tidbit generously con- 
ceded not to be too good for your own 
consumption. We are by way of be- 
coming a nation of connoisseurs, gour- 
mets—and, alack! perhaps gluttons— 
thanks largely to pieces posted to the 
right mailing lists, and the hammer, 
hammer, hammer of relentless follow- 
up. 


REPORTER'S FINAL NOTE: Food offers 

d to dominate the pre-Christmas mail- 
ings. Quality of printing and presentation 
much better than ever before. And pleasing 
variation in individual formats. Not the 
boring sameness of the publication mail- 
ings. (see page 21). 
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Said one broom to the other, “Ain't 
it about time we had a little whisk 
broom?” 

“Mercy, no! We ain't never swept 
together yet!” 

From “Time Out” hm. of Steel City 
Electric Company, Columbus Avenue, 


Pittsburgh 33, Pennsylvania. 











REFRESHING RELIEF 
FROM SAMENESS 


In another item in this issue (page 21) 
we are complaining about the boring 
sameness with stereotyped approach 
and format of most direct mail appeals 
sent by publishers and booksellers. So 
we want to give a pat on the back to 
PUNCH of London for its pre-Christ- 
mas, nonformula-ized letter, which in- 
cluded a clever, illustrated four-page 
circular and a return envelope, ad- 
dressed to British Publications, Inc., 
150 East 35th Street, New York 16, 
N. F, 

Here’s the letter. 


Ist December, 1950 
Dear Cousin, 

You've probably mislaid our earlier letter. 
The plot, in a nutshell, is as follows:— 

(a) Christmas Gift Problem .. . 

‘b) Difficult people, how to please? ... 

(c) Last-minute panic, how to avoid? ... 

(d) PUNCH 

(e) Year’s Gift Subscription, 52 copies .. . 

(f) Plus double Summer Number 

(zg) Plus double Winter Almanack Number 

(h) Plus Greeting Card from you 

(j) Post and worry free—$5.25! 

PLUS something we barely mentioned last 
time—the “Festival of PUNCH”—an extra 
Number that happens once a century. A 
Review 1851-1951 as seen through the pages 
ot PUNCH, it is a social history in good 
humor which will be kept as a_ treasured 
possession by all lucky enough to get a copy. 

Take Time by his rapidly receding forelock 
and settle now for a year’s PUNCH as a light- 
hearted, individual gift for your special friends. 
And maybe for yourself, too. 

Yours yulely, 
(Machine Signed) 
R. G. Williams 
Publicity Manager 


LAW AND LETTERS 


Back in December 1950 we asked 
for legal opinions . . . on the right of 
the recipient of a letter of praise to 
include all or parts of the wording in 
a mailing piece without permission of 
writer. 

Dr. John A. Tillema, Professor of 
Commercial Law at George Washing- 
ton University, Washington, D. C. very 
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kindly gave us a two-page analysis in 
which he included these pertinent re- 
ferences. 


“Generally, the writer of a letter can restrain 
any publication of copies of his letters as an 
infringement of copyright, but circumstances 
may imply a license to publish. 

“The American rule, as set down by Horace 
B. Hall in his Law of Copyright and Literary 
Property, Albany 1944, pages 495 to 499, is 
in part as follows: ‘The author of private 
letters, irrespective of their subject matter or 
literary 
copyright therein, which he retains even after 
the letters have been delivered. The un- 


merit, possesses the common law 


qualified delivery of letters vests in the re- 
cipient the exclusive right to read and keep 
them for their enduring memories and cher- 
ished sentiments, or to destroy them if he 
chooses; but the exclusive property in their con- 
tents for the purposes of publication is retained 
by the author, to whom equity will afford in- 
junctive relief to prevent their contents from 
being disclosed by publication.’ 

“On the subject of privacy, Horace B. Hall 
states on page 449: ‘Though no court has 
expressly relied upon the right of privacy in 
preventing the receiver of a letter from pub- 
lishing it against the author's wish, it is 
apparently the underlying motive in many 
decisions.” In other cases, the court's decision 
has been based upon the principle of an im- 





Now you can buy 


Rag Bond Envelopes 
that SEAL QUICK 
and GRIP TIGHT 


Now, faster than ever sealing for 
| your rag bond envelopes! For 
U.S.E. laboratories have devel- 
oped “GRIP-QUIK,” a new ad- 
hesive that produces a perfect 


seal, instantly, permanently. 


GRIP-QUIK* Seal Flap Gum 
can be applied to any rag-content 


| bond without requiring changes 


in surface sizing. Your bond en- 
| velopes will seal easily and stay 
sealed — will have the snap and 
crackle, opacity, fine printing and 
writing surface and exact match 
with paper that you desire. 


Ask your paper merchant for 


€a-1 





samples. 


®*Trade Mark of United States Envelope Company 





UNITED STATES ENVELOPE COMPANY 


| 14 Divisions Coast to Coast 
| SPRINGFIELD 2, MASSACHUSETTS 







GRIP-QUIK © 
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SURELY SEALS 


RAG BOND 


ENVELOPES 


MADE FOR 


American Writing Paper Corp. 
Brightwater Paper Company 
Byron Weston Company 

L. L. Brown Paper Company 
Crocker-McElwain Company 
W. C. Hamilton & Sons, Inc. 
Keith Paper Company 

Millers Falls Paper Company 
Neenah Paper Company 
Parsons Paper Company 
Whiting-Plover Paper Company 
Whiting & Company 

Valley Paper Company 








labels at $15 per thousand or $500 
for the entire list. These names, ob- 
tained from our national advertising 
in House Beautiful. Esquire, New 
Yorker, House & Garden, Vogue, N. Y. 
Times and Herald Tribune, etc. in- 
clude more than 75% women who 
are wealthy collectors and buyers of 
fine Chinese art objects, gifts, and 
hovsehold items. 



























to answer or meet charges brought against a 
person, 

We thank Dr. Tillema for his valu- 
able references . . . but the basic ques- 
tion is still not definitely answered. It 
is obviously necessary to obtain per- 
mission to publish a “testimonial” in 
widely broadcasted space advertising 


pany of New Holland, Pennsylvania 
put a new twist into its Christmas 
greetings. They were mailed by the 
Credit Department. 


Modifying the statements that usually 
mean work or worry for the recipients, 
the Credit Department, headed by Har- 
old Hess, came up with a “Statement 

















plied contract or trust relationship. THE CREDIT with 
FOR SALE “Quoting Hall again on page 499: ‘The bers 
writer of a letter to an editor of a newspaper DEPARTMENT . 

40 000 NAMES f or magazine, commenting on public affairs, or 
’ Oo expressing the writer's opinion or criticism of GETS D ance 
° matters published in such periodical, consents HUMANIZE | F 
Luxury Mail Order Buyers to its publication, in the absence of -an ex- oo 
40,000 names of current buyers from pression on his part to the contrary.’ Pub- — 
our ‘46-49 Buyers Rental List lication of all or part of a letter is also im- ‘ ; , G 
(cleaned Nov. 1949) on Ever-Ready pliedly permitted if the publication is made The New Holland Machine Com- youl 





























os aie on —— D pr Ney but when a “customer” writes of Appreciation” for dealers and sales- A 
ue x aie be Gee ae voluntarily to a “supplier isn’t there men. The “statement” to dealers was crac 
right for $25 per thousand or a special an implied permission to use “quota- individually addressed and signed by “Spe 
price of $850 for the entire list. tions in selective letters, bulletins or the credit supervisor working with the in t 
yo prepaid. circulars to the trade field involved? dealer (as illustrated). “Statements” bad! 
& a pact gent ecg I Who knows... for sure? to salesmen were individually addressed “ 
present total—cleaned Nov. 1950) for 
typewritten addressing on your emp- and 
ties remains at the standard rate wid 
of $20 per thousand. Minimum hel; 
2,000. Returned Express Collect. l 
ORDER DIRECT OR THROUGH 
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FOR MORE SALES j 
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Use SAWDON ORDER-VELOPES SUCCESS IN EVERY WAY! Si ys 
and COMBINE-FORMS ae 
These Combination Order Forms witl 
and Return Envelopes Will Ht, 
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Write for Specimens Used by abot 
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with reproduced signatures of all mem- 
bers of the department. 

Ordinary column headings like “Bal- 
ance Due” were replaced by “Good 
Selling!” and “We Sure Enjoy Sending 
You This Kind of Report.” 

Good strategy. Worth putting in 
your idea file for next Christmas. 


ONE OF THE BEST 
LETTERS OF THE YEAR 


At first, we were going to take a 
crack at it because one of our 
“spotters” received four identical pieces 
in the same mail. Someone slipped up 
badly on the mailing list. That can 
(and should) be corrected. 

But we'll forget the duplication ... 
and praise the appeal. By giving it 
wider circulation maybe we can 
help. 

The letter was processed on letter- 
head of “America’s First Boys’ Ranch” 
(40 miles northwest of Amarillo on 
site of historic Old Tascosa) Box 1890, 
Amarillo, Texas. 

Read the interesting, dramatic copy. 


Christmas, 1950 
Dear Friend: 

“Please Mister, can I take my dog with me?” 

A sheriff brought an eleven-year-old home- 
less boy and his dog to my office early one 
morning; the boy was charged with breaking 
into the post office. The sheriff explained how 
he had taken Billy Joe to a boys’ home in a 
near-by city only to have him run away be- 
cause they wouldn't let him keep his dog. 
This deserted boy stood at the end of my 
desk with his head down and his eyes glued 
on his dirty little shaggy-haired dog, the only 
friend he had left in the world that didn’t 
laugh when he stuttered, or make fun of the 
hole in the seat of his pants. 

Billy and I talked about Boys’ Ranch, and 
not about his father who was in the peniten- 
tiary, mor his mother who had re-married, 
leaving him alone in this cold world to get 
by as best he could. We talked about the fine 
lake for swimming and how it was stocked 
with fish just for the boys; horses to ride, cows 
to milk and weeds to hoe in the garden. 
Billy didn’t lose interest when hoeing was 
mentioned, so I said, “What do you think 
about going to the Ranch?” Looking up for 
the first time, he asked, “Can I take my dog 
with me? ” “Sure you can, Bill.” Picking up 
his dog, he turned towards me and said,“O.K., 
we're ready to go.” 

Billy spent six years at the Ranch, doing his 
share of the work, attending Church services 
regularly, and completing his high school ed- 
ucation at the Ranch school. Today he is 
married and working as assistant manager of 
a chain store in Oklahoma. 

Now that I’m out of business and have the 
time, I want to help more of these unwanted 
youngsters that are constantly being sent to 
reformatories, but in order to take care of 
these boys that come to us from every state 
in the Union, we must have more facilities to 
house, clothe and feed them. They're not 
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asking the government for a hand-out nor 


any special favors. All they want is someone 
to give them a little push; they'll make the 
rest of the grade under their own power. 

Because the boys raise their own beef, 
pork and vegetables, it costs less than $1 a 
day or about $5 a week to feed and clothe a 
boy at the Ranch. You may provide for a 
boy for as many days or weeks as you wish— 
but any amount you send will help complete 
our new unit so we can take care of more of 
these homeless, wandering, and destitute 
boys. This sure will give them a fine Christ- 
mas, the first real Christmas some of the boys 
have ever had. 

Thank you for your time, and if you should 
come this way, be sure and visit the Ranch— 
the boys are always glad to meet vou. Wishing 
you a pleasant Christmas and may God be 
with you always. 

Sincerely yours, 
(Machine signed) 
Cal Farley 
President & Founder 

On the back of letterhead ... a 
bird’s-eye sketch of ranch with numer- 
ically indicated descriptions. Attached, 
a reprint of article from Reader’s Digest 

. . giving fascinating story of how 
retired business man Cal Farley is de- 
voting the rest of his life to “human 
engineering.” He is being aided by 
Rotary, other civic clubs and individual 
business men. 

With all the recent talk and publicity 
about phony or irritating fund raising 
drives . . . this appeal stands out as a 
refreshing relief. 

Read the letter again. Maybe it will 
make you itch to send a small check or 
to write Cal Farley for more informa- 
tion. 


EXPERIMENT 
IN DEMOCRACY 


The following letter came on station- 
ery of Claud R. Erickson, 1307 Cam- 
bridge Road, Lansing, Michigan. 


Dear Sir: 

On one subject, all business executives 
agree,—DEMOCRACY IS BEST. I want to 
tell you about an experiment being conducted 
at Michigan State College which will interest 
you. 

Carefully selected students from countries 
around the world are enrolled in courses 
of their choice. During their four years with 
us they spend considerable time off campus 
visiting our factories, farms, schools, men’s 
luncheon clubs, women’s groups, churches 
and our homes where they learn about Ameri- 
can home cooking. 

Many of these boys and girls have heard 
more about communism than democracy 
when they arrive in the U.S.A. Living on a 
typically American Campus with American 
classmates and taught by enthusiastic up- 
holders of our Constitution, they comprise 
a group of 300 ambassadors of freedom who 
will return to their home countries and spread 
our philosophies of life, as it is really lived 
in hometown U. S. 

I believe this experiment is worthy of our 
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MOSELY 
INDIVIDUALIZED 
INTEREST 
in YOUR 


VOLUME MAIL ORDER 
SELLING PROBLEMS 
can give a “new lift’ 
to YOUR results for 1951 
and perhaps help you get 
more for less in 


NEW MAIL ORDER 
CUSTOMERS IN VOLUME 


Over 15 years of intensive study 
and observation of highly diversi- 
fied VOLUME MAIL ORDER SELL- 
ING opportunities are behind 
MOSELY CUSTOM - PREPARED - 
TO - FIT - YOUR - NEEDS recom- 
mendations on SELECTIVE MAIL 
ORDER MARKETS for one-time 
rental addressing coverage. 
Wriie Dept. RE-] today 


MOSELY 


SELECTIVE LIST SERVICE 
Mail Order List Headquarters 
38 Newbury St., Boston 16, Mass 
Com 6-3380 
NEW 
MAIL ORDER CUSTOMERS IN VOLUME 


Charter Member NATIONAL COUNCIL 
MAIL ORDER LIST BROKERS 











NOW IT’S EASY TO 
PRODUCE and ADDRESS 


SELF-MAILERS 






1. Mimeograph 
your message 
and return ad- 
dress. 


eoeeeer eee en eeeee eeeeeeeeoeeeoeoeeeeees’ 


2. Fold with re- 
turn address out. 


3. Mimeograph 
a supply of ad- 
dresses on gum- 
med, perforated 
labels, using 
A. B. Dick Ad- 
dressing Stencil. 
eeeeeeeeeee eeeeeeeesseseeeeeee 
4. Attach labels, 
seal, and mail 
completed piece 
in record time. 
A. B. Dick mimeo- 
graph products are for use with all makes 
of suitable stencil duplicating products, 

SEND FOR FREE INFORMATION TODAY! 
Sea eee Se SS eS ee he 


A. B. DICK COMPANY, Dept. RD-251 
5700 Touhy Ave., Chicago 31, «ll. 
Without obligation, send details on . . 


O self-mailers 0 addressing stencil sheets. 
Name 
Organizatit 
Address 
City. State 























better 
production 
brings 

better results 


There's a best way to produce 
direct mail... 

MASA members study the best. 
most effective, ways of produc- 
tion; support research and fact 
finding: share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with “cheap” 
production you tamper with re- 
sults. 

To check the effectiveness of your 
production source... 

Always say, “Are you MASA?” 
YOUR BEST SOURCE for: Creative 


rect mail campaigns, multigr 








I eograpt ing, _ offset and 
pr nti ~. bindery, mailing service, n 
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For names of — 
mbers nearest y write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 


MASA 
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List Problems? 


Not if you've read The Plain Jane of 
Direct Mail. It’s all about building 
and mainta:ning your mailing list. 
Fundamental. Send 50¢ to The Re- 
porter, 17 E. 42nd St., N.Y. 17, N.Y. 

















support. 
initiative—not government. This is a case 
of planting individual seeds in the ground— 
not casting handfuls to the winds. 

As we close another year will you please 
consider this project among your firm's 1950 
philanthropies. Join with us,—manvy of: whom 
supply services or materials to Michigan State 
College,—in extending the benefits of this 
American experiment to others. 

Very sincerely 
(Signed ) 
Claud R. Erickson 


yours, 


COLLECTION TIPS 


We picked up the following from 
always good (and previously men- 
tioned) “Cooperator” h.m. of the Alex- 


ander Film Co., Colorado Springs, 
Colorado. File the idea away for next 
year. 


Here is a Christmas time collection 
stunt which has brought good returns 
when used carefully. The type of ac- 
count referred to is the one about ready 

be charged off. Perhaps it is too 
small to force collection, or it may be 
that the customer is able to pay but 
for diplomatic reasons you do not wish 
to force the issue. Prepare a statement 
of the account, stamp it paid and write 
across the bottom of the statement the 
following message: 

“This is our Christmas present to 
you.” Or, you may want to use some 
other similar wording to bring out the 
Christmas spirit. The object of this 
is to shame the customer into paying 
the account. One clothing store tried 
this plan on 10 accounts and received 
checks on four of them immediately. 


GRAPHIC ARTS 
ACROBATICS 


calendar we've 
ever seen arrived safely from Brussels, 
Belgium. Sent by our old friend Fern- 
and Hourez of the advertising agency, 
Bodden & Dechy S. A., 67 Rue du 
Lombard. 

Difficult to explain. A minutely- 
detailed, die-cut, full-color reproduc- 
tion of the narrow five-story red brick 
building which houses the agency and 
production plant. Red bricks, awn- 
ings, roof, chimney, bay windows, etc. 
Reproduction measures 938 by 25 
inches and is laminated on thick board. 

There are three windows on each 
of top four floors. These are in reality 
separate folders pasted into die-cut 
recesses. The covers are printed black, 


The most elaborate 


It is made possible through private 


but traced in blue outlines are back- 
ground scenes depicting the activities of 
different departments, such as research, 
art, planning, photography, copy, 
printing, mailing lists, addressing, etc. 

The windows (folders) open in cen- 
ter (vertically). Behind them, in the 
twelve die-cut recesses are the monthly 
On back of the opened 
brief explanations of each 


calendars. 
wings . 
department. 

Without doubt . . . the most intricate 
die-cutting and assembly job ever pro- 
duced. We couldn’t even figure out 
a way to illustrate it for you. It will 
remain a prize exhibit in Tue Re- 
PORTER Office. 


LOVE YOUR 
CUSTOMERS 


Oftentimes business firms concentrate 
so much on getting new accounts that 
they may neglect good old stand-by 
customers. Here are a few thoughts 
on customer relations which should ap- 
peal to most salesmen. 

1. Somewhere there’s the first custom- 
er who ever signed an order for 
you. Remind him of it sometime 
—tell him how much it meant! 

2. Somewhere there’s a customer who 
buys more or has been buying 
longer than anybody else. Tell him 
how much you appreciate it. 

. Somewhere there’s a customer who 
has bought more different items 
from you or the first model of a 
new line. Tell him about it. He'll 
be proud to know it. 

4. Never fall into the habit of taking 
a customer for granted. Remind 
him always how much his orders 
mean to you. It will make him 
anxious to continue to do business 
with you. 


~ 


w 


Picked up above good advice from 
the monthly bulletin of the Boston 
MASA. Edited by Alice Cabral. Item 


was credited to “Marr Memos.” 


WANTED: A 
NEW SONG 


We have joined that already con- 
siderable company of folks who wish 
Irving Berlin had named that stirring 
tune of his something other than God 
Bless America. 

God has blessed America. He has 
given it greater blessings than any 
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nation, far more than any nation, 
even this one, has yet deserved. 

To ask for more blessings is not only 
ingratitude, it is almost impiety. It 
makes about as much sense as a child 
sitting in a house full of toys, more than 
he can count, many of them not even 
unwrapped, but crying for more. Like 
the child, we haven’t even begun to 
learn how to appreciate and to enjoy 
what we have. 

A new song is needed for America, 
a song of thanksgiving, a song of 
praise. A song of thankful people, 
humble and penitent and grateful. 


REPORTER’S NOTE: Taken from January issue 
of the “KVP Philosopher.” Now in Vol. 20. 
No. 1. Edited by Glenn Stewart ... who 
seems to be getting better and better with 
every issue. 

His masthead reads: “Sent to the customers 
of the Kalamazoo Vegetable Parchment Com- 
pany. Parch t. Michig (often called The 
World’s Model Paper Mill) with the hope that 
it may aid to a better understanding between 
man and man. Not copyrighted. If there is 
good here, we want to share it.” 

Glenn used an Elbert Hubbard quotation for 
his final windup display in January issue. A 
theme for all of us. “One great, strong. 
unselfish soul in every community could 
actually redeem the world.” 





BACK FROM 
THE DEAD 


October 1950 Reporter carried a 
story by John Patafio, Jr. about an auto- 
matic typewritten letter campaign for 


Sulka & Company (New York) to 
revive inactive customers for shirts. 
38°, replied. 

Several mail order checker-uppers 


wanted to know percentage of sales, or 
what percentage ordered. 

Of course, the purpose of such a cam- 
paign is to revive interest, get friendly 
answers which will eventually lead to 
sales. That's different from “mail 
order.” 

But, in checking with John and Wal- 
ter Meinzer (of Sulka) we learned 
some interesting side lights about death. 

5.2°% of the 3417 inactive shirt ac- 
counts were reported to be deceased 
(that was only 112° of entire active 
and inactive list of shirt accounts). 
Walter proceeded to make an analysis 
of the 178 deceased names with these 
reported results: 

7 had died in 1950; 35 in 1949; 36 

in 1948; 23 in 1947; 22 in 1946; 4 in 

1945; 5 in 1944; 2 in 1943; 1 in 1941 

and | in 1938. (The wife of this last 

one continued receiving his mail 
until she died in 1949.) 34 addi- 
tional were deceased with no year 
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mentioned, 7 were deceased “several 

years ago” and 1, believe it or not, 

“got himself bumped off” according 

to an unsigned reply. 

Relatives or business associates of 
the deceased had continued to accept 
mailing pieces without notifying sender 


... until the special letter from Walter | 


spurred them into action. 

Seems there should be some sort of 
a campaign to get people to help in 
correcting mailing lists. 


HELP WANTED 


(for an article) 


Stanley Daly is editor of The Retail 
Tobacconist . . . published every other 
Thursday at 1860 Broadway, New 
York 23, N. Y. 

Mr. Daly has been interested in Joe 
Russakoff’s articles about direct mail 
for small business. We have offered to 
let him use anything he wants from 
Tue Reporter to tell his tobacconists, 
pipe shops, cigar dealers, etc. readers 
about direct mail. 

But he would like to obtain a re- 
spectable group of specimens used by 
people in this business with which to 
illustrate the articles. 

Will our lettershop and printer read- 
ers please note. If you have such sam- 
ples, please send them either direct to 
Stan Daly or to THe Reporter. Thanks 
for helping to spread the story of direct 
mail. 


PATENTS AND 
DIRECT MAIL 


Those who have been concerned 
with the pesky patents in the direct 
mail field should write to Superintend- 
ent of Documents, Government Print- 
ing Office, Washington 25, D. C. and 
ask for copy of “Supreme Court Ruling 
No. 32 October Term 1950. . . issued 
December 4.” Price is 10¢ 

The case did not involve direct mail 

. but the two concurring decisions in 
the unanimous reversal of lower courts 
confirmed many things this reporter 
has been arguing about for the past 
twelve years. 

Understand .. . we are not wild-eyed 
radicals opposed to the patent system 
as such (as some have accused us). 


Our family forefathers were hounds | 


for patents. We believe the creators 


27 











nde 


jor" 


An increasing number of to- 
day’s consumer buyers do a 
great majority of their pur- 
chasing by mail . . . these are 
the “mail order-minded” buy- 
ers who will show an interest 
in your direct mail offer .. . 

. may we help you reach 
them? 


conto 
willa MADDERN, cc. 


LIST BROKER 
215 Fourth Ave., New York 3, N. Y. 


Oregon 7-4747 


Charter Member National Council 
Mailing List Brokers 














FREE KIT! 
“How Photos 


Can Boom 
Your Sales” 


MOSS PHOTOS 


BLACK and WHITES 3X 10 


8x10’s 5¢ each in —- lots; g 





postcards $27.50 per 

‘It’s a photo—it’s authentic!’’ 
Moss photos have been whipping 
pep and sales punch into direct- 
mail campaigns for years. How? 
Send for samples and prices! 


5 
FULL COLOR Foto vest ¢ 0s. 
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MOSS PHOTO SERVICE Inc. 


350 West 50th St., 19, N. Y. 


FREE! 





MOSS PHOTO SERVICE 
350 W. 50th St., N.Y. 19 
Yes, I want that FREE Photo Sales Kit 
“How Photos can boom my sales"’, 
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of all new discoveries and steps forward 
in science and life should be protected. 

But the patents in direct mail have 
mostly been ridiculous. Old ideas 
which the originators never had the 
nerve to patent. Adaptations of old 
ideas. A die-cut here or a fold there. 
All combinations of processes or ideas 
well-known in the graphic arts. 

Well—read the Supreme Court de- 
cisions. They should set a new pattern 
for all future controversies. The jus- 
tices lambasted the Patent Office for 
unconstitutionally expanding its juris- 
diction by placing a host of gadgets 
under the armor of patents. 

The Court cited a few of the worth- 
less gadgets patented, such as: a door- 
knob made of clay; collars of parch- 
ment paper; inserting a piece of rubber 
in a slot in the end of a wooden pencil; 
putting a metal washer on a wire sta- 
ple; a stamp for impressing initials in 
the side of a plug of tobacco; putting 
rollers on a machine to make it mov- 
able; using a flat cord instead of a 
round one for the loop at the end of 
suspenders; and putting elastic gussets 
in corsets. 

The concluding decision stated: 

“The patent involved in the present 
case belongs to this list of incredible 
patents which the Patent Office has 
spawned. The fact that a patent as 
flimsy and as spurious as this one has 
to be brought all the way to this court 
to be declared invalid dramatically il- 
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lustrates how far our patent system 
frequently departs from the constitu- 
tional standards which are supposed to 
govern.” 

The use of this flexible direct mail 
medium should not be hamstrung with 
foolish limitations on construction and 
formats. Direct mail is good . . . be- 
cause the formats and styles are limited 
only by the ingenuity of the creator. 
Claims of “patent infringement” have 
scared a lot of people. 

In some cases . . . we have not 
attacked individual patents openly be- 
cause the promoters had developed 
special machinery which allowed them 
to produce their product cheaper than 
any competitor. Even though pro- 
testing against the patent /abel as such 
—we have recommended buying from 
the so-called patentee. 

In the future, we doubt very much 
if any direct mail patent cases get 
to court. The Supreme Court ruling 
of December 4 has set a_ precedent 
which will be difficult to overcome. 

If disputes arise this reporter 
stands ready at all times to act as an 
arbiter, just as we have in the past, 
(when requested). Most disputes can 
be resolved amicably if the guys in- 
volved will just sit down and talk 
calmly and sanely . . . with a little 
brotherly understanding thrown in for 
good measure. 


IS THIS A NEW TREND? 


A keen eyed Reporter reader sent us 
two recent form letters issued by Vul- 


can Crucible Steel Company, Ali- 


S SINC 


quippa, Pa. They were mimeographed 
on regular rag content letterheads of 
company, filled in by typewriter and 
hand signed by a C. E. Conway. 

The peculiar thing about both letters 
... each contained only two paragraphs. 
The first paragraph of letter No. 1 used 
31 lines to tell an irrelevant story about 
how animals have fun. The second 
and last paragraph used three lines to 
mention how shopmen could have fun 
using Vulcan Tool Steel. 

The second letter had another irrele- 
vant first paragraph story about the 
discovery of oil through searching for 
salt. The second and last paragraph 
was a two line plug for Vulcan Tool 
Steel. 

Maybe the letters worked. We don’t 
know ... but C. E. Conway should 
read Flesch or Jack Carr, or somebody 
to discover how hard it is to read long 
paragraphs. And “the letter” is not 
the appropriate format for this style 
of editorial presentation. Hope the 
trend doesn’t continue. 


ASTRONOMICAL 
RESULTS 


Advertising man Ted Hart of Denny 
Building, Walla Walla, Washington 
recently sent us a case history report 
which sounds unbelievable. But he 
swears that every word and figure are 
true. 

He designed a penny postal card for 
Duff's Dairy Store (3rd and Poplar 
Streets, Walla Walla). All printing in 





— 1872 
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NG RAVER 


460 W. 34th ST., N. Y. C. ¢ b 
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red. Address side (one-third left) con- 
tained small type reproduction of news- 
paper story on Duff's product-winning 
award in a 30-entry, four-state contest 

. with a heading “Special Offer on 
Reverse Side” running nearly to the 
stamp seal at right. 

Message side offered a 50¢ discount 
on a gallon of ice cream to anyone 
bringing card to the store. Clever illus- 
tration showed three dimensions of 
special package which would fit in 
“most” freezer compartments. 

Individual sales increased 821°; pro- 
duction costs decreased 15°% because of 
increased volume; gross sales increased 
547°,; net profit on item alone in- 
creased 291°. In addition . . . increased 
store traffic produced sales of other 
items not tabulated in checking results 
of postal cards. 

That’s one for the books and 
for Joe Russakoff’s case histories of 
how small business can use the mail. 


1950 VOLUME OF 
DIRECT MAIL 


Revised and completed by DMAA 
Volume Committee 

At the beginning of 1950, the Vol- 
ume Committee started issuing month- 
ly estimates of direct mail dollar vol- 
ume based on formulas resulting from 
many surveys, and much studying and 
figuring. 

THe Reporter has published the 
monthly figures as they became avail- 
able. The Committee anticipated that 
some adjustments would have to be 
made in the monthly totals after all 
figures for the year were in. 

So disregard the figures previously 
given you. They were pretty close to 
accurate ... but needed final coordinat- 
ing with the year’s total. Here are the 
final month-by-month figures for 1950, 
with December included. 

January 77,378,375 


February 70,613,089 


March 83,437,110 
April 75,895,856 
May 76,452,347 
June 74,459,576 


July 69,928,571 


August 75,937,938 
September 75,738,875 
October 85,752,037 
November 85,980,128 
December 67,086,578 


Total 918,660,480 
Note: Do 


in December. 


not be alarmed by drop 
Direct Mail is always 
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down during last two weeks of year— 
with mails crowded with greetings and 
gifts. 

The total direct mail volume figure 
for 1949 was $863,989,380., as com- 
pared with $918,660,480 last year. The 
DMAA Volume Committee had not 
started functioning until the closing 
months of 1949, so no monthly break- 
down is available. For comparative 
purposes, you'll have to start with 1950 
figures and then watch the monthly 
releases in 1951. 

Understand, too, that these figures 
cover promotional material sent en- 
tirely by mail. Direct mail only. Var- 
ious surveys indicate that other direct 
advertising material delivered by other 
means would add another 25°% to the 
total. So direct mail and direct adver- 
tising in 1950 were well over the billion 
mark. 


WHAT'S WRONG 
WITH THIS COPY? 


Alfred Gary, Advertising Manager of 
Childers Manufacturing Company, 625 
Yale Street, Houston 7, Texas received 
the following copy multigraphed on a 
postal card: 


mail pieces 
of superior 


quality 


Ce nate ee . 


IT ISN’T 


If you want to put your best foot for- 


ward in a prospect’s door — mail-wise, 
that is—take your printer’s advice. He 
will tell you to have your sales message, 
brochure or booklet printed on Rising. 


For direct 3 @) |) 


SURPRISING—THAT PRINTERS SAY RISING! 





Rising Intralace 


has a distinctive pattern appearance. 
is new brilliant white. 

is inexpensive. 

has envelopes to match in 5 sizes. 


is specially sized for offset and gravure. 


Pr PP er S 


has an excellent surface for letterpress. 











This will acknowledge your order for a 
l-year subscription to the Market Guide. Your 
order has been placed in line to receive an 


early copy of the 1951 edition, which is 
expected from our printer about December 
15th. 


The Special Census Supplement promised 
to all purchasers of the 1951 Guide will 
follow in January. Thanks for your order. 


Robert P. Joy 

Director of Sales 
Note: If you have occasion to write us about 
your order, please enclose this card. 


It just happens that Mr. Gary, in his 
constant search for new ideas and 
mailing lists, had ordered quite a lot of 
market guides for 1951. He doesn’t 
know who in the world Mr. Joy hap- 
pens to be, because Mr. Joy forgot to 
put his company name and address on 
the card. The only clue—a New York 
postmark. 

It is always a good idea to make it 
easy for people to write to you. 

Tue Reporter, for instance, some- 
times receives requests for information, 
written on plain sheets of paper. The 
writers forget to give us their complete 
address. 


There is one fellow from a Charles- 


ton (in some state) who is perhaps 
But 


damning us for our indifference. 
we have no-way of answering. 















A od a _ — 





And he should know! He has been 
getiing nothing but the finest printing 
results from Rising Papers—results that 
are a credit to his craftsmanship and to 
the finer quality of Rising Intralace. 


WHEN YOU WANT TO KNOW 
-»»GO TO AN EXPERT! 


Rising Papers 


ASK YOUR PRINTER 
... HE KNOWS PAPER! 


Rising Paper Company, Housatonic, Mass. 
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ressing 
service 


mailing lists set up on 


Your 


stencils, corrected and addressed 
as ordered; using the Addresso- 
graph, Elliott, Pollard-Alling, or 
Speedaumat system: internal de- 
partments changed over to serv- 
surplus 


ice company basis, 


equipmhent traded in. 
have a mailing list of 


1,000,000 


If you 
10,000 to names 
which is addressed regularly or 
frequently, do write or phone 
for budget costs on our service 
to fit your specific requirements. 
identified 


Free quick-survey to 








inquirers. 


Globe Organization Inc. 


A modern lettershop  special- 

izing in mechanical addressing 

service. 

480 Lexington Ave. New York 17 
Telephone Plaza 43-7938 
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Cordial Contacts... 


. .. have a place on your promotion 
team 
and other forms of direct 


. alongside spaee and time, 


advertising. 

Cordial Contacts are friendly, 
informal, low pressure messages to 
customers and prospects. Cordial 
Contacts create an atmosphere for 
better sales 

Cordial Contacts are letters, or 
postcards, or bulletins sent regularly 
to the people who can and do make 
your business possible. 

It’s a technique which you can 
easily put to work in your 
promotions after reading ‘‘Cordially 
Yours” the book written by 
the master and originator of Cordial 
Contacts . Jack Carr himself. 
Included in his book are over 100 
letters—Cordial Contacts—he’s 
written for clients in many different 
kinds of business. Price $5.00 
Send your order to 


GRAPHIC BOOKS, INC. 


17 E. 42nd Street, New York 17, N. Y. 
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INK-SPOT 
ANNOUNCEMENT 


(Singing Commercial Division) 


When a Direct Mail drive’s a-planning 

Maybe you kad oughter 
Have your printer plan to print 

A double-duty blotter. 

(We know, it doesn’t rhyme like it 
oughter.) 

True enough, blotter advertising can 
hardly be classed as major league pro- 
motion, but it sure does fill a special 
niche in the practice of direct mail. 

In its own modest way, a blotter pro- 
vides a quite unique opportunity; 
namely, to render a service simultan- 
eously with getting an advertising mes- 
sage through. 

A blotter appeals to the thrift in- 
stinct that is to some degree in us all. 
Seems to be human nature to retain 


anything as invitingly and obviously 
useful as a brand new blotter. So 
when a blotter hits a desk, its ability 
to sop up ink saves it for future use, 
and reprieves the message that is riding 
along. 

To be sure, you can’t expect a blot- 
ter to do a job that calls for, say, a 
broadside. But it can carry a calendar 

. convey a sales point - quote 
a timely epigram . . . tie in with cur- 
rent advertising . . . announce a new 
branch office of, etc., etc. We know 
of firms, even, that shoulder a whole 
house organ on their blotter’s back. 
Reporter's Note: We caught this promotion- 
of-blotters item in the always interesting 
“Hellbox.”’ h.m. of Williams & Marcus Com- 


pany, 424 South Tenth Street, Philadelphia 47, 
Pennsylvania. Blotters can be very effec- 


a ry ati 


tive as part of a remi or e 





campaign. Many times they can ride along 
postage free . . because the majority of 
letters weigh less than the minimum one- 


ounce for first class mail. 


One Advertising Man 
to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


Sometimes, Henry, I think that I 
would like to be about twenty-five years 
younger, have several million dollars 
and the same opinions I hold today. 
With that set-up I would start a pub- 
lication with the largest circulation in 
the world. It would reach every fam- 
ily in the United States. 


The name of the publication would 
be “The Finger”, and its purpose would 
be to point out the business rackets 
that are bleeding the public of millions 
of dollars every year, as well as adver- 
tisers whose false and misleading claims 
are handicapping the efforts of honest 
and decent advertisers and bringing 
condemnation on advertising as a whole. 

The publication would have to have 
the blessing and co-operation of the 
Better Business Bureaus, as much of 
its text would be snipped from the bul- 
letins they issue, but which at present 
are not reaching the people they would 
most benefit. 

As I understand it, the Better Busi- 
ness Bureaus do not have the funds 
necessary to give the circulation their 
bulletins should have, and for some 
reason or other they are not permitted 
to have public distribution of their 


bulletins supported by the advertising 
of their members. That has always 
seemed to me as a bit silly. Why, I 
have often wondered, should the busi- 
ness men who rate membership in a 
Better Business Bureau be denied the 
privilege of letting the people in their 
community know who they are and 
what they have to sell? 


As I see it, there is a large segment 
of the public that doesn’t know what is 
honest advertising or what is dishonest 
or misleading advertising. That seg- 
ment of the public should be protected. 

There is a smaller segment of the 
public that has become so fed-up with 
the wild, false, misleading and intelli- 
gence-insulting claims that it has lost 
respect for all advertising. That seg- 
ment of the public is vital to the future 
of advertising. Its lip-curls at adver- 
tising is becoming contagious and no- 
thing will curb its spread more effec- 
tively than pointing out and openly 
condemning the avertisers who are 
causing the lip curls. 

The leading advertising journals, 
from time to time, screw up sufficient 
courage to admit that there are a “few” 
advertisers who are betraying the pub- 
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lic’s confidence and insulting its in- 


telligence and on rare occasions have ' 


named names, but all too seldom. 

I realize that pointing fingers and 
naming names might invite libel suits, 
but I have a sneaking suspicion that 
the advertising press fears most offend- 
ing advertisers and prospective adver- 
tisers in their publication. 

I admit, however, that efforts of the 
advertising press, regardless of how 
courageous, would not solve the prob- 
lem, due to its limited circulation. 
That part of the public that is unable 
to think for itself must be told just 
who is trying to gyp or mislead it— 
just as the Better Business Bureaus are 
telling their members. And, that part 
of the public in a higher bracket of 
intelligence, which is thumbing more 
and more noses at all advertising must 
be assured that there are many honest 
and decent advertisers and that they are 
putting forth a sincere effort to curb the 
advertising that prompts nose-thumb- 
ing. 

The publication I would start if I 
were 25 years younger, had several 
million dollars and the opinions I hold 
today, would have an editorial board 
consisting of male and female intelli- 


gence of an average quotient. Note I 
say “average.” To have on such a 


board members with high IQ’s—as 
high, for instance, as that of the Feder- 
al Trade Commission’s Lowell Mason, 
advertisers who say one thing in big 
type and something entirely different 
in tiny type, might escape the pointed 
finger. 

There is not only a definite need for 
such a publication, but it would prove 
a paying proposition for the publisher, 
even though it would be mailed abso- 
lutely FREE to every family in the 
United States. Just how many families 
there are, I haven’t looked up, but I 
don’t think there are less than 30 mil- 
lions, and that would top any circu- 
lation in the country, and I am sure 
that there are enough of decent and 
honest advertisers who would go for 
that coverage. 

However, Henry, this is only a 
dream. There is no more chance of 
me coming into possession of the mil- 
lions it would take to launch such a 
publication than there is of having 25 
years lopped off my age. 

But the idea is not copyrighted, and 
if some one steals it, all I would ask 
is a minor part in the publishing set-up. 
Just to be connected with an organi- 
zation to chase the rats out of adver- 


tising. I'd consider the office of Cus- 
todian of Wastebaskets, at a nominal 
salary. 
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Rates: $1.00 per line—minimum space 3 lines. 


Help and 


Situation Wanted Ads—50c per line—minimum space 4 lines. 











ADDRESSING 


ADDRESSING $5.50 THOUSAND, ‘New list 
25,000 largest major industrial manufacturers." 
No charge for our lists 
SPEED-ADDRESS KRAUS COMPANY 
42nd St STillwell 4-5922 
Long Island City 4, N. Y. 


48-01 





ADDRESSING ... TRADE 


M. Victor—Addressing for the Trade 
Rapid Service Unlimited Quantity 
Large Staff of Expert Typists 
| 3802—9th Ave. Brooklyn 32 





ADVERTISING AGENCIES 





mail order, agent ads. 
We show you how. 
Martin Advertising Agency 


| 
SELL YOUR PRODUCT WITH pulling 
| 
15P East 40th Street, New York 16, N. Y. 





l¢ BARGAIN MAILERS 


|Get more orders, low cost illustrated 
colored stock postcards Samples. 





| Marvic, 46-07 48th Ave., Woodside, N.Y. 





| HELP WANTED 

| — ee ce 

|EXCELLENT OPPORTUNITY for bright 
young man to assist in promotion work 
lof N. Y. direct mail advertising firm. 
|Must have flair for copy, knowledge 
|layout and production, ability to work 
with others. Write full details Box 22 
The Reporter, 17 E. 42nd St., N. Y. 17, 


i 


MAILING LISTS 
FINE CANADIAN MAILING LIST 
175,000 Mail Buyers on Elliott Stencils 
Will rent to reliable house. Can mail. 
Write 


TOBE'S, Niagara-on-the-Lake, Ont. 


65,000 Retail Mail Order Buyers Sten- 
cils For Sale. Active 1949-50 Mail Order 
Buyers of quality housewares 95% wom- 
en. List arranged geographically on 
Elliott stencils, complete with cabinets. 
List thoroughly cleaned in 1950. Any 
reasonable offer accepted. For further 
details, write Box 21, The Reporter of 
Direct | ‘ail Adv., 17 East 42nd St., New 
York 17, N. Y. 








MULTIGRAPHING SUPPLIES 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addresso- 
graph machines. We specialize in the 
re-manufacturing of used ribbons. Chi- 
cago Ink Ribbon Co., 19 S. Wells St., 
Chicago, Ill 





FOR SALE 


Model 96 Mimeograph Machine. Auto- 
matic, closed-cylinder, power-drive D.C 
motor. Novelty Le‘ter Service, 1214 
Broadway, New York 1. MU 4-1368. 





OFFSET CUTOUTS 


MOST COMPLETE service in U. S. Just 
published—OFFSET SCRAPBOOK ¢ 7, 
950 reproduction proofs of promotional 
headings, catch words and art panels, 
only $3.00 postpaid. Literature free. 
A. A. ARCHBOLD, PUBLISHER, 1209-K 
S. Lake St., Los Angeles 6, Calif. 





WANTED 
MULTILITH 1250 or larger model want- 
ed. Write stating condition and price. 
MEYER’S, 454 MICHIGAN, DETROIT 26, 
MICHIGAN 








SKETCHES, DUMMIES, DRAWINGS 


EEISONAL RAYMOND LUFKI 


Direct to your desk by mail from my home. 


118 WEST CLINTON AVE. 
TENAFLY, NEW JERSEY 








Thru the mails and inte the money  - te 


by using good lists. Chances are you'll find a few “naturals” for your promo- 
tion among our 40 different lists of men, women, and juvenile cash mail 
order buyers of books, magazine subscriptions, music courses, apparel, 


jewelry, cosmetics, giftwares, etc., etc. 


BOOKBUYERS LISTS, INC., 363 BROADWAY, NEW YORK 13, N.Y. - WORTH 4-587] 





Ask for catalog. 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING 


24 South Grove St., Freeport, N. Y. 


creative Mailing Service, Inc 


Globe Organization, In {80 Lexington Ave., New York 17, N. ¥ 
ADDRESSING EQUIPMENT 

Master Addresser Co... 6500 W. Lake St Minneapolis 16, Minn, 
ADDRESSING — TRADE 

Shapins Typing Service 68-12 Roosevelt Ave., Woodside, N. 

M. Victor . 2902—9th Street, Brooklyn 32, N.Y 
ADVERTISING AGENCY 

Martin Advertising Agency 15PA East 40th St... New York 16, N.Y. 

ADVERTISING ART 

John Guthrie 1345 Green Court, NW., Washington 5, D. C. 

Raymond Lufkin 116 West Clinton Ave., Tenafly, N. J. 

Harry Volk, Jr. Advertising Central Bidg., Atlantic City, N. J. 
AUTOMATIC INSERTING 

Raymond Service, Inc 160 Fifth Ave., New York 10, N. ¥ 

True, Sullivan, Neibart Assoc 47-30 33rd St., Long Island City 1, N.Y 

AUTOMATIC TYPEWRITERS 
Amer. Automatic Typewriter Co 610 N. Carpenter St., Chicago 22, Il 


18050 Ryan Road, Detroit 34, Michigan 


TYPEWRITING 


Robotyper Corporation 


AUTOMATIC 





Ambassador Letter Service Co . 11 Stone St., New York 4, N. Y. 

Arrow Letters Corp 07 West 38th St.. New York 18, N. Y¥ 

Dorothy R. Pollard 417's E. Capitol St Jackson, Miss. 
BINDING EQUIPMENT 


Jeneral Binding Corporation. .808 W. Belmont Ave., Chicago 14, Illinois 
BOOKS 
Graphic Books, In . 17 East 42nd St., New York 17, N. Y. 


LISTS & CAMPAIGNS 
London, S.W. 9, England 


BRITISH & EUROPEAN 

R. Aynsley-Cooper..Villa Rd P. O. Box 136 
COLLATING MACHINE 

Thomas Mechanical Collator 30 Church Street, 


COPYWRITER (Free Lance) 


New York, N.Y. 

















James Henderson ° Box 126, Sherwood, Ohio 
Hal G. Vermes ‘ 15 Washington Place, New York 3, N. Y. 
DIRECT MAIL AGENCIES 
D. H. Ahrend Company, Inc ast 44th St., New York 17, N. Y 
Circulation Associates 5 Broadway, New York 19, N. Y. 
Dickie-Raymond, Inc.... 80 Broad Street, Boston 10, Mass 
Duffy & Fabry, Inc........ N. Water St.. Milwaukee 2, Wis. 
Mailograph Co., In ee W ater Street, ‘New York 4, N. ¥ 
Reply-O Products Company 150 West 22nd St., New York 11, N. Y. 


57 E. Jackson Blvd., Chicago 4, Ill 
220 Fifth Ave., New York 1, N. Y. 

be AINING COURSE 
East 42nd St., New York 17, N. Y. 


Robertson & Buckley, Inc 
Philip J. Wallach Company 
DIRECT MAIL 





Henry Hoke 


ENVELOPES 
°6 Howard St., New York 13, N. Y. 
.East Liverpool, Ohic 
Post “Office Box 1267, Atlanta 1, Ga. 
Kingshighway Blvd., St. Louis 15, Mo. 
360 Furman St., Brooklyn 2, N. Y. 


American Envelope Mfz. Corp 
The American Paper Products Co 
Atlanta Envelope Company 
Cupples-Hesse Corp 4175 N 
Samuels Cupples Envelope Co., Inc 











Direct Mail Envelope Co Inc 15 West 20th St... New York 11, N.Y. 
Garden City Envelope Co 8001 North Roe kwell St., Chicago 18, Ill. 
Gray Envelope Co 3rd St.. Brooklyn 32, N. Y¥ 
Hi-Speed Envelope Co e 160 West nd St New York, N. Y. 
M. & G. Envelope Company 20 West nd St., New York, N. Y¥ 
McGill Paper Products, Inc . 501 Park Ave., Minneapolis 15, Minn. 


641-643 Atlantic Ave., Boston 10, Mass. 

1600 East 30th St., Cleveland 14, Ohio 
New York 18, N. Y. 
Kansas City 8, Mo 
Louis 10, Mo 


Massachusetts Envelope Co 

The Standard Envelope Mfc. Co 
Tension Envelope Corporation 522 Fifth Avenue, 
Tension Envelope Corporation, 19th & Campbell Sts., 
Tension Envelope Corporation. .5001 Southwest Ave., St. 


Tension Envelope Corporatio 123-129 N. Second, Minneapolis 1, Minn 
Tension Envelope Corporation 1912 Grand Ave., Des Moines 14, Iowa 
United States Envelope Company Springfield 2, Mass 
The Wolf Envelope Company 179-81 E. 22nd St., Cleveland 1, Ohio 


ENVELOPE SPECIALTIES 
1000. Ine , 380 Capitol Ave., Hartford 6, Conn. 
North Rockwell St., Chicago 18, Il 
New York 17, N. Y. 
Kansas City 8, Mo. 


Curtis 
Garden City Envelope Co.....3001 
The Sawdon Company, Inc 480 Lexington Ave., 
Tension Envelope Corporation, 19th & Campbell Sts., 
HOUSE ORGANS 
The William Feather Co 812 Huron Road 
Publications Digest -«..130 West 42nd St., New 
LABEL PASTERS 
Potdevin Machine Company .1281-38th St., 





Cleveland 15, Ohio 
York 18, N. ¥ 


Brooklyn 18, N. Y. 


LETTER GADGETS 
Hewig Company ‘ . 45 West 45th St., 
A. Mitchell éecedscaese 111 West Jackson Blvd., 
August Tiger .. 545 Fifth Ave., New 


New York 19, N. Y. 
Chicago 4, I. 
York 17, N.Y. 


MAIL ADDRESSING STICKERS 
Eureka Specialty Printing Co Scranton, Pennsylvania 
MAIL ADVERTISING SERVICES (Lettershops) 
Advertisers Mailing Service, Inc 915 Broadway, New York, 10, N. Y 


New York 4, N. Y. 
New York 10, N. Y¥ 
» New York 17, N. Y. 
New York 17, N. Y. 
Toronto 2, Canada 
Chicago 16, Ill. 


Ambassador 
Ardlee Service, Inc 

Benart Mail Sales Service. Inc 
Mary Ellen Clancy Company Park Avenue, 
A. W. Dicks & Co . 386 Victoria St., 
The Reuben H. Donnelley Corp 350 East 22nd St., 


Letter Service Company..11 Stone St., 
28 West 2 
8 East 
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Lee Letter Service............ 19 West 44th St., New York 18, N. Y. 
Mailograph Co., Inc.......... 39 Water St., New York 4, N. Y. 


Mailways............200 Adelaide St West, Toronto 1, Ont., Canada 
The Rylander Company. . oe ; .19 S. Wells St., Chicago 6, Il 
The St. John Associates, Inc 008 w est 45th St., New York 19, N. Y. 
Woodington Mail Adv. Service...... 1316 Arch St., Philadelphia 7, Pa. 


MAILING EQUIPMENT 


Chinese Treasure Centre............. Park Hill, Yonkers 5, N. Y. 
Inserting & Mailing Machine Co .Phillipsburg, New Jersey 
MAILING LISTS—Brokers 
George R. Bryant Co., Inc.. 595 Madison Ave., New York 22, N. Y. 


D-R Special List Bureau.... os .80 Broad St., Boston 10, Mass. 
Walter Drey. Inc 7 Fourth Ave., New York 10, N. Y. 
Clee GO. o nik ck scccuaseecen 76 Ninth Ave., New York 11, N. Y. 
Willa Maddern. Inc .215 Fourth Ave., New York 3, N, Y. 
Mailings, Inc dine we West 45th St., New York 19, N. Y. 
Mosely Selective List Service. .38 Newbury St., Boston 16, Mass. 
Names Unlimited, Inc Fourth Ave., New York 10, N. Y. 
D. L. Natwick Broadway, New York 10, N. Y¥ 
James E. True Long Island City 1, N.Y. 












Associates .47-30 33rd St., 


MAILING L —t- ompilers & Owners 
E 





Advertising Letter Service. 29 ast Jefferson Ave., Detroit 7, Mich 
Associated Publicity Service Sixteenth St., Port Saiiain: Mich 
Rookbuyers Lists, Inc Broadway, New York 13, N. Y. 


























Boyd’s City Dispatch, Inc...114-120 East 23rd St.. New York 10, N. Y. 
Chinese Treasure Centre : coeceenes Park Hill, Yonkers 5, N. Y. 
Creative Mailing Service, Inc. .24 South Grove St., Freeport, L. I., N. Y. 
Dunhill List Company........... 5 Fifth Ave., New York 17, N. Y. 
Fisher-Stevens Service, Inc Hudson St., New York 14, N. Y. 
Industrial List Bureau 5 Astor Place, New York 3, N. Y. 
J. R. Monty’s Turf Fan Lists..201 East 46th St., New York 17, N. Y. 
Official Catholic Directory Lists .12 Barclay St., New York 8, N. Y. 
W. S. Ponton, Inc. Avenue of the Americas "New York 11, N. Y. 
Pronto Addressing & Mailing Service..15 Laight St., New York 13, N. Y. 
i: Sb. Ss c60cenwneeweew ede 1400 Elizabeth St., Redlands, Calif. 
Wm. F. Rupert....... ....90 Fifth Ave., New York 11, N. Y 


MATCHED &TATIONERY 
Tension Envelope Corporation, 19th & Campbell Sts., 
MESSENGER SERVICE 
Service...... 60 East 42nd St., New 
METERED MAIL heey IPMENT 


MIMEOGRAPHING 


Northern Copywriter Service. . 212 High St., 


Kansas City 8, Mo. 


For BY. &. F. 


Airline Delivery 


Pitney-Bowes, Inc. -Stamford, Conn. 


Ishpeming, Michigan 
MIMEOGRAPH MACHINES 
Dish Canes << <asccnc<al 5700 West Touhy Ave., 
OFFSET PRINTING 
Bachman Reproduction Service 90 E. 43rd, New York 17, N. Y. 
The Litho Studio. In Ist Street, New York 3, N.Y. 
PAPER MANUFACTURERS 
Fox River Corporation 


A. B Chicago 31, Il. 





Sethian -Appleton, Wisconsin 
Hammermill Paper Company eexketeus ens eeenirs Erie, Pennsylvania 
International Paper Company... .220 E ast 42nd St., New York 17, N. Y. 
Mead Sales Company...... 819 Public Ledger Bldg., Philadelphia 6, Pa. 
Rising Paper Company. eae Housatonic, Massachusetts 


PHOTO ENGRAVERS 


Pioneer-Moss, Inc............. 460 West 34th St., New York 1, N. Y. 
PHOTOGRAPHS 
Eye Catchers.......... .10 East 38th St., New York 16, N. Y. 


PLATES & STENCILS 
Columbia Ribbon & Carb. Mfg. Co., Inc.Herb Hill Road, Glen Cove, N.Y. 
Remington Rand, Inc....... ....2 Main St., Bridgeport 1, Conn. 


POSTCARDS 
155 West 46th St., New York 19, N. Y. 
PRINTERS & LITHOGR: APHERS 
335 Adams St., Brooklyn 1, New York 
....South Lancaster, Mass, 
30 Irving Place, New York 3, N. Y. 
cae eeeeens Paradise, Pa. 
Diversey Ave., Chicago 39, II. 
Rochester 7, N. Y. 


Moss Photo Service, Inc.... 


Brooklyn 
College 





Pub lisher rs 


Printers and ° 
Lithographing Co....... 4305 


Paradise 
Peerless 
Stecher-Traung Litho. 274 N. Goodman S&t., 
PRINTING EQUIPMENT 
Harris Seybold Company..... -4510 East 71st St., 


au ANTITY ‘PHOTOGR: APHS 


COPR. « « 


Cleveland 5, Ohio 


Moss Photo Service, Inc....... 55 West 46th St.. New York 19, N. Y. 
REBUILT nen, ROOM MACHINES 
The Adamm Company....... ..250 Third Avenue, New York 10, N.Y. 
STAPLING MACHINE 
Dense: CONE. 2c cess abisnssceseue 68-72 Jay St., Brooklyn, N. Y. 
STENCIL CU TTING & ADDRESSING 
Creative Mailing Service, Inc.......2 24 So. Grove St., Freeport, N. Y. 
TRADE ASSOCIATIONS 








Direct Mail Advertising Assn.....17 st 42nd St., New York 17, N. Y. 
Mail Advertising Service Assn...18652 Fairfield Ave., Detroit 21, Mich. 
TYERS 
B. H. Bunn Company ie 7601 Vincennes Ave., Chicago 20, II. 
National Bundle Tyer Company..............se.- Blissfield, Michigan 
TYPE FACES 
American Type Founders Sales Corp......... Elizabeth, New Jersey 
Fototype, Inc. 1423 Roscoe St., Chicago 13, Ill. 





Ty) PEWRITERS 


Remington Rand, Inc.........3 315 Fourth Avenue, New York 10, N. Y. 
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SHORT NOTES 
DEPARTMENT 


(Continued from page 9) 

@ THAT SQUARE SPAN IDEA which 
we reported in the November issue was 
used effectively for a form letter by 
Reporter reader Bill Davies, Sales Man- 
ager of Michigan Seating Company, 
1318 Wildwood Avenue, Jackson, Mich- 
igan. We'll admit that the words in 
block form instead of lines look con- 
fusing at first glance. But once you get 
the idea . the wording can be 
quickly read. Bill tied in the new idea 
with the difficulty of putting over a 
new product such as Lurex metallic 
yarns for furniture fabrics. 

Also, thanks to Michigan Seating 
Company for their recent letter promot- 
ing the use of dearless letters. Gives 
copious credit to The Reporter. Rather 
than reprint copy here ... suggest 
you write and ask for letter. May give 
you an idea on how you can use the 
same approach with your contacts. 


47) 


@ CAPITALIZING ON THE RAGE for 
news letters ... Eric Smith of Burroughs, 
Inc., 935 South Valencia, Los Angeles 
15, California has come across with a 
good promotion stunt. Eric just started 
a monthly news letter of his own . 

to give direct mail ideas to his cus- 
tomers and prospects. First issue is 
breezy and well done throughout. He 
might be able to spare you a copy if 
you write ... even though you are out 
of his trading area. 


JJ) 


@ PEOPLE BUY FROM PEOPLE is the 
title of an odd-shaped, 9 by 4 inch 
booklet (stitched along narrow width) 
being issued by Dave Goldwasser of 
Atlanta Envelope Company, P. O. 
Box 1267, Atlanta, Georgia. Good idea 
throughout. Tying in with the title 
the booklet introduces all the people 
in the organization. 


$7) 


@ EVERY MONDAY MORNING is the 
tile of another intriguing booklet. It 
uses the same technique described pre- 
viously in the Atlanta Envelope Com- 
pany’s booklet. If you have not already 
received a copy, write to James L. Bray, 
Kiplinger Letters, 1729 H Street, N.W., 
Washington 6, D. C. The 54 by 71/2 
inch, 32-page booklet describes in de- 
tail how the Kiplinger Letter was 
started; what goes on behind the 
scenes; and introduces by pictures and 
biographies the people who create the 
Letters which reach so many people 
every Monday morning. Blue Monday! 
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@ DAY-GLO INKS are getting more 
and more popular. Not only in this 
country but abroad. If you would like 
to read an interesting story of the 
hullabaloo created in England when 
the inks were first introduced, write to 
Switzer Brothers, Inc., 4732 St. Clair 
Avenue, Cleveland 3, Ohio and ask for 
a copy of their house magazine, Vol. 
3, No. 1... the Day-Glo Herald. Inter- 
esting story. 


JJ) 


@ FOR AN OLD-FASHIONED LETTER- 
HEAD ... you ought to see the speci- 
men sent to us by W. J. Beaumont of 
Paradise Printers & Publishers, Para- 
dise, Pennsylvania. At first we thought 
it was a joke but now we understand 
how it was intended. It was designed 
for a club of business men throughout 
Pennsylvania whose hobby is steam 
engines. An old-fashioned locomotive 
is steaming up a hill with the sun peep- 
ing over the top of the mountains. In 
the smoke appears the name “Rough 
and Tumble Engineers Historical Asso- 
ciation.” Officers and directors are 
listed in detail. Lots of fun. 


JJ) 


@ THE GREENBRIER HOTEL, White 
Sulphur Springs, West Virginia won the 
John J. Patafio Cup for the best direct 
mail campaign using letters as a basis 

. at the last-of-the-year Annual Con- 
vention of the Hotel Sales Management 
Association. Runners-up were Robert 
E. Lee Hotel, Winston Salem, N. C. and 
Monomonock Inn, Mountainhome, Penn- 
sylvania. 

deo 

@ THERE HAS BEEN A CHANGE in 
the name of Homer Buckley's setup in 
Chicago. Hereafter the company will 
be known as Robertson & Buckley, Inc. 
Well-known Scott Robertson is presi- 
dent of the agency and Homer J. Buck- 
ley remains as chairman of the board. 
Even though Homer has been known 
primarily for direct mail and mail order 
advertising . . . the present agency 
handles all types of advertising and 
public relations. 


J7) 


@ FOR THE RECORDS: The various 
groups opposed to the ridiculous order 
restricting and regulating home work 
typing in New York State have got to- 
gether and intend to stage a last-ditch 
fight. A competent attorney has been re- 
tained. Appeals have been filed and 
plans are being made for a showdown 
when public hearings are held. We 
will be glad to supply information to 
anybody who is interested. Present 
conditions are making the Corsi order 
more and more ridiculous. According 
to Dr. Julius Yourman of Pace College. 
New York, competent stenographers 








FOR SALE 


14,000 NAMES 
OF MAIL ORDER BUYERS ON 
ADDRESSOGRAPH PLATES 
AND ELLIOT STENCILS 


These 14,000 top-notch repeat buyers 
have been hand picked from our list of 
60,000 luxury mail order buyers whose 
names were acquired through our na- 
tional advertising in magazines such 
as House Beautiful, House & Garden, 
Mademoiselle, Vogue, N. Y. Times, 
N. Y. Herald Tribune, etc. at a con- 
servatively estimated cost of $2 each. 
10,000 names are embossed in Ad- 
dressograph plates and 4,000 names 
in Elliot stencils. Since we are dis- 
posing of our addressing equipment 
because of space limitations we are 
offering these valuable names for 
your outright use at the special price 
of $800 for the entire lot of 14,000 
stencils. 

ADDRESSOGRAPH MACHINE 
& EQUIPMENT FOR SALE 
Class 2200 Aadressograph machine, 
Model F-2, electrically operated, thor- 
oughly rebuilt and practically new. 
Complete with counter, dater, tripli- 
cator, duplicator, knee skipper, two 
gauges and cover. Also new side 
table hinged to machine, ejector, 
hopper, selector, lister, chute, 110 
voit A.C. motor, and 108 slope front 
Addressograph trays . . . all for the 
special price of $865. Terms: Net 
cash with order. Shipped via Express. 
Crating & Shipping Charges Collect. 


Ch inese yy om re oe tre 


Park Hill, Yonkers-on-Hudson 5, N.Y. 

















CiISTS 


build bigger business 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 














NO TYPE USED 


IN THIS AD! 


JLOOK, BOSS! 


HERE’S THE ANSWER 
. . . to high typesetting costs! 







You - or anyone in your office - can set type 
for an ad like this in a few minutes with easy-to- 
use FOTOTYPE. Just slip die-cut cardboard 
letters into self-aligning composing stick, ready 
to be mounted on layout. Saves time and money 
on any photographic reproduction job. Wide 
selection of distinctive type faces. 

Write for free catalog. 


1423 ROSCOE ST CHICAGO 13 
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and typists are at a premium. In many 
businesses this shortage is more critical 
than the shortage of materials. The 
only solution for many organizations 
is ... to employ home typists (experts 
who cannot leave their homes because 
of children or other reasons). 

FLASH: First hearing on appeals 
scheduled for February 15th. More 
later. 


— 
eed 


@ CLEVER BOOKLET recently issued 
by Miller Printing Machinery Company, 
1101 Reedsdale Street, Pittsburgh, Penn- 
sylvania carried no title on cover. Just 
a line drawing of a calf. Inside pages 
in children’s book style, had illustrated 
reproduction of an old poem, “The Calf- 
path” by Sam Walter Foss, which was 
first copyrighted in 1895. It humorously 
describes how many of our present day 
crooked streets and highways develop- 
ed from the rambling trails made by 
wobbly calves of years ago. There is a 
darn good moral at the end. Worth 
having in your idea file. 


| 


eed 

@ MEMO FOR JOE RUSSAKOFF: Funk 
& Wagnalls have published a 346-page 
book by Norman Clyde Tompkins, titled 
“Sales and Advertising Opportunities 
for the Small Manufacturer.” Maybe 
that will help your crusade. The price 
is $4.50. 


—_— 
eee 


@ THE HISTORY OF SIGNS... all 
sorts of signs, from pre-historic times 
to the present is told in an interesting 
booklet just released by Neon Products, 
Inc. of Lima, Ohio. Get a copy for in- 
spiration and information. Beautifully 
and colorfully executed. The creators 
in the Byer & Bowman agency of Co- 
lumbus believe it to be the first history 
of signs ever to be published. We think 
they are right. 


| 
eed 


@ SOME ENTREPRENEUR capitalized 
on the Santa Claus post office in India- 
na. Mailings were made prior to the 
Christmas season offering two types of 
bags filled with trinkets and toys... 
for boys and for girls. Bags to be ship- 
ped from Santa Claus, Indiana and 
prominently postmarked. Bags were 
priced at only $1 each. Seems to us the 
offer would have been better if price 
had been higher and contents improved. 
Understand the Santa Claus post office 
handles more than three million pieces 
during the Christmas season. 
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@ BABY CHICK PROMOTION PIECES 
are always interesting to this reporter 
. .. possibly because of attendance at 
so many baby chick conventions. Re- 
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cent folder from Pennsylvania Farms 
Hatchery, Inc., Lewistown, Pennsyl- 
vania was especially informative. 
Learned all about the new kind of 
chicken ... the barrel-breasted “North- 
wester” pheasant-chicken. It is a five- 
way crossbreed involving two kinds of 
pheasants and three kinds of chickens. 
The chicks are only good as meat pro- 
ducers. Not recommended for egg pro- 
duction. Can’t find them in the butcher 
shops and we won't attempt to raise 
any in a New York apartment. 
Incidentally, the baby chick people 
are very much worried about the pre- 
sent plans now before the ICC to put 
an extra charge of 25¢ to 50¢ on all par- 
cel post packages which cannot be 
placed in mail bags. That will tax 
every shipment of chicks. Seems like 
the baby chick people ought to get 
very extra consideration by the post 
office for it was their association which 
originated, sponsored and put through 
the original parcel post classification. 
The late Reese Hicks was the man who 
went to Washington with the idea. The 
baby chick industry created parcel post. 
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@ MAYFAIR BOOKS, 932 Broadway, 
New York 10, N.Y. are currently mailing 
an interesting piece. It offers a course 
in effective speaking ... not in book 
form but with five double-sided, non- 
breakable, standard speed records. The 
course is narrated by Milton Cross from 
a text originated by Dr. Walter O. Rob- 
inson. The letter itself is very good with 
excellent testimonials. Even though 
this reporter has been speaking for 
many years... we are tempted to send 
in the $7.95. 
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@ A CLEVER STUNT is used by Robert 
Joy, Circulation Manager of Editor & 
Publisher, 1700 Times Tower, Times 
Square, New York 18, N. Y. to get tardy 
renewals. He mails actual wrapper 
to subscriber .. . without any magazine. 
Wrapper is folded to 4 by 6 inch size; 
sealed with sticker, addressed with ful- 
fillment plate; and stamped with 2¢ 
meter permit indicia. Inside, multi- 
graphed on wrapper stock a filled-in, 
multigraphed letter (dearless) which 
starts: “We're sorry, Mr. Test, but this 
wrapper which usually carries your 
copy of Editor & Publisher is all we can 
send you this week.” And then the 
effective last-ditch pitch. Good work. 
And thanks, Bob, for joining the “dear- 
less” crusade. 
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@ SUGGESTION: Some of you house 
magazine editors better plan to mail 
your Christmas issues earlier next De- 
cember. Reporter office continued to 
receive holly, mistletoe, and poinsettia 
decorated covers into the middle of 
January. Makes a bad impression. 


Nothing so dull as a timely topic which 
has missed its date. 


JJ) 

@ CORRECTION. R. C. (Bob) Scrivener, 
advertising manager of The Bell Tele- 
phone Company of Canada (1050 Bea- 
ver Hall Hill, Montreal 1, Que., Canada) 
thinks we made an important omission 
in our story last month about Canadian 
direct mailers. True! Bell is a big 
mail user. Twelve monthly mailings 
of 114, million each (15 million a year) 
putting them away out front in volume. 
A lot of stuff. So .. . add this in- 
formation to the Montreal story. 
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@ HERE IS A GOOD WRINKLE for 
these days of slow mail deliveries. 
The Western Life Insurance Company, 
P. O. Box 1710, Helena, Montana uses 
air mail envelopes but imprinted on 
lower left-hand corner, for the eyes of 
postal clerks, is this instruction notice: 
“Fastest Dispatch. Via Air Mail or Train. 
Whichever is Fastest.” 
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@ THE MAIL ADVERTISING SERVICE 
ASSOCIATION will hold its 1951 con- 
vention in the Schroeder Hotel, Mil- 
waukee, Wisconsin on October 13 to 
16. The Direct Mail Advertising Asso- 
ciation convention will follow in the 
same location on the 17th, 18th and 
19th. The Reporter's annual conven- 
tion issue will be dated October in- 
stead of September, as in previous 
years. 
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@ ONE OF THE MOST BEAUTIFUL 
hotel brochures we've ever seen 
reached us just before going to press. 
Magnificent! Released by Tom L. 
Powell, vice president and general 
manager of The Plaza Hotel, San An- 
tonio, Texas. Designed to convince 
Association officers they should hold 
their conventions in the Plaza. 24 
pages, 9” x 12” plus a jet black cover 
laminated with plastic to make it shine. 
Reverse title wording and seal shows 
as white, gold and red. Special box in 
center provides space for each recip- 
ient’s name ... which is imprinted as 
needed in gold. Rest of book expertly 
designed and printed. Some pages in 
full color. Project designed by John L. 
de Brueys of 3017 Mid Lane, Houston 6, 
Texas; art and plates by Art Engraving 
Company; printing by Gulf Publishing. 
Cost in excess of $2.00 per copy ... but 
first two conventions resulting brought 
in profits to pay more than cost of 
entire project. 

John de Brueys has handled publicity 
for Mr. Powell since 1932. Gave up his 
own agency last year to recuperate 
from illness and to devote his time only 
to special projects in public relations. 
He sure is recuperating fast judging 
by the Plaza job. Congratulations to 
everyone who worked on this super- 
duper. 
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